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IN OCTOBER: NARDA and the “Saturday Evening Post” an- 
nounced an ambitious industry-wide promotion 
designed to spur lagging refrigeration sales 


IN MID-DECEMBER: EM Week’s editors and news bureaus asked over 
110 dealers in a dozen key markets how the promo- 
tion had worked 


THEIR ANSWER: It was a good idea but it didn’t work—this time. 
And from their answers you get a crystal-clear 
idea of ... 





What The Industry Learned 
Krom The Failure 
Of Its Refrigerator Promotion 


The “Wanted: Your Old Refrigerator” cam- 
paign did not sell many refrigerators. Yet, most 
dealers queried by EM Week thought the idea 
was basically a good one. And, they agreed, it: 
e Brought manufacturers together in a single- 
industry-wide campaign. 

@ Put new emphasis on selling product rather 
than price. 

e Offered promotionally minded dealers a base 
from which to push refrigeration. 


What was learned from the campaign which 

fizzled by almost any standard? 

e Timing is important in an industry-wide 

promotion. 

@ Cooperation between manufacturers, dealers 

and distributors is essential. 

e Trade-ins aren’t popular with many dealers. 
Few dealers actually used the promotional 

theme and not one could call his own participa- 

tion an unqualified success, according to EM 








OBJECTION #1: The end of the 
year timing was wrong 






Week’s exclusive survey. Moaned a dealer in 
Dallas: 

“I placed three ads within a week and drew 
a complete zero.” 

William Barris of Detroit’s Kay-Bee Store 
displayed his promotional material, but couldn’t 
tie a single sale to it. “It died in Detroit,” a dis- 
tributor there confirmed. Seven of 10 Dallas 
dealers hadn’t even heard of the promotion. In 
Los Angeles, only two of 10 dealers questioned 
were enthusiastic about the campaign. 

In New York, Philadelphia, Louisville, Chi- 
cago, Boston and Seattle, the promotion drew 
little or no dealer support. 


But some dealers got results, although none was 
genuinely enthusiastic. 

“We think it helped a little,” said Stuart 
Greenley of Flint, Mich., a member of the 
NARDA committee which helped plan the cam- 
paign. “It was no slam-bang thing here,” 
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OBJECTION #2: The promotional material prepared for the campaign 
didn’t get to the interested dealers in time 
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NARDA President Carroll McMullin of Toledo 
conceded. 

And from big Washington, D. C., dealer Jim 
Fulford: “We went the whole way—red vests 
and everything. It did us some good. Not much, 
but some.” 

“TI got the display material and the vests from 
NARDA, and we did get some results,” declared 
W. L. Sharpe of Atlanta. 

NARDA, itself, won’t try to judge the results 
until early in January. 


They loved it in Muskegon, Mich., where dealers 
lined up solidly behind the campaign with just 
about every store in town running the promo- 
tion in mid-November. Muskegon probably had 
the highest percentage of dealer participation in 
any one city. 


For more on what dealers said 
about the campaign, see page 7. 
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OBJECTION #3: Some dealers 
just don’t like national campaigns 












How Far Up 
Will ’61 Be? 


Here are predictions, straight 
from the horses’ mouths. Most 
manufacturers see solid—but 
not spectacular—sales in- 
creases in all product areas 


As the last days of 1960 dragged 
by, manufacturers were washing 
the year’s bad taste out of their 
mouths by looking ahead to a better 
1961. Here’s how they called it: 


AHLMA: Member home laundry 
makers’ forecast a 4% increase 
across the board on laundry. That 
would put the total unit sales of 
automatics, wringers, combos, gas 
and electric dryers at 4,868,000, 
compared with an estimated 4,682,- 
000 in 1960. 

Breaking that lump figure down 
by product, here’s how AHLMA 
members figured 1961 would shape 
up, compared with their estimates 
for 1960 sales: 

Automatic washers will be 3% 
up from 1960’s 2,569,000. 

Wringer washers will be 1% 
down from 1960’s 715,000. 
Combos will be 23% 

1960’s 163,000. 

Electric dryers will be 5% up 
from 1960’s 802,000. 

Gas dryers will be 9% up from 
1960’s 433,000. 


up from 


GAMA: A telegraph survey of 
GAMA members turned up these 
product predictions for gas appli- 
ances in 1961. The percentage 
change in each case is figured on 
member estimates of 1960 sales. 
Domestic free-standing gas ranges 
will be 0.4% down from 1960’s 
1,489,300. 
Domestic gas 
broiler units) will be 
from 1960’s 354,800. 
Automatic gas water heaters will 
be 1.5% up from 1960’s 2,662,400. 
Gas incinerators will be 9.2% up 
from 1960’s 42,500. 


built-ins (oven- 
10.7% up 


Admiral: President Ross D. Sira- 
gusa foresaw early improvement in 
1961 for appliance industry sales. 
In particular, Siragusa expected 
1961 TV sales to equal this year’s 
5.7 units (his estimate). 


York: President J. B. Elliott told 
distributors at a Florida convention 
he expected air conditioning indus- 
try (including central) sales to in- 
crease 20% to 25% in 1961 because 
of an increase in buiiding. 


Westinghouse: President Mark W. 
Cresap Jr. expected total company 
sales to improve in 1961, but not 
enough to equal Westinghouse’s 
1957 record. 





Industry Sales Declining, 
But Zenith Tops A Miiiion 

Twice in a row now Zenith has 
topped the million mark in TV sets 
produced and sold in a single year. 
In fact, L. C. Truesdell, president of 
Zenith Sales Corp., says Zenith’s 
1960 figures are a new unit sales 
record made in the face of an in- 
dustry decline. 

More penetration than ever and 
a bigger market take naturally fol- 
low, Truesdell comments, adding 
that this 1960 record strengthens 
Zenith’s position as number one in 
the industry. 
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How-To-Use-It Brought Up-To-Date 

REPLACING TRADITIONAL INSTRUCTION BOOKS, Kelvinator’s new ap- 
pliance use-care cards held by Mrs. Arleen Arnold, director of home economics, 
are organized in a step-by-step system that illustrates controls and other parts. 
Kelvinator, introducing the new cards, believes they will benefit the consumer 
because they are concise and convenient to store. Because the cards are durable 
they can be kept near the Kelvinator appliance or even placed in the door 


shelf of a refrigerator. 





How ‘Operation Snowball’ 


Can Help Your TV In 1961 


Last week Corning Glass Works, 
developers of the bonded shield TV 
tube, unveiled in New York, Opera- 
tion Snowball, a year-long, indus- 
try-wide promotion designed to 
help TV bounce back in 1961. 


What is “Snowball’’? Put’ 12 solid 
months of advertising and special 
event promotional activities to- 
gether and you have it. First ac- 
tivities will pitch the promotion and 
the idea of selling the vastly im- 
proved picture quality of today’s 
TV sets to the trade itself. Later 
activity is beamed at the consumer. 
Still later activity will chronicle 
the successes scored by dealers 
using the campaign to encourage 
other dealers to employ it in their 
own stores throughout the year. 


When does it start? Corning will 
kick the whole thing off with an 
“Information Please” on Operation 
Snowball, a special exhibit and 
demonstration program at its of- 
fices at the Merchandise Mart dur- 
ing the Chicago International Home 
Furnishings Show, Jan. 6-14. 

NARDA will take the ball and 
pitch Operation Snowball to dealers 
attending its Chicago convention, 
Jan. 13-15. 

A basic benefit story will later 
be woven around a 30-day home 
appraisal and comparison trial using 
new 19-inch and 23-inch tubes. A 
slide film will be available to ex- 
plain the industry-wide promotion 
to manufacturer, distributor and 
dealer personnel. 


What happens later? Direct action 
begins in the spring with a “TV 
Trading Bee” designed to convince 
consumers that their old set is sick 
and sad compared with the picture 
quality and styling in today’s new 
square look sets. 

The dealer level activity will be 
supported by extensive trade ad- 
vertising, backed by a promotional 
plan book, promotion and display 
material kits. City-wide promotions 
are to be staged in which advertis- 


ing material is to be supplied to 
newspapers, TV and radio over 
two-week periods in cooperation 
with local NARDA chapters. 

Improved product demonstrations 
will be staged at the nation’s larg- 
est shopping centers, the first to 
take place in March at the North 
Shore Center, Peabody, Mass. 

To help the dealer sell, a study 
of TV retailing will be prepared by 
the New York University School of 
Retailing and presented in July. A 
trade-up selling study will be made 
by the University of Pittsburgh 
School of Retailing for September 
presentation. A case history manual 
called “The NARDA Method of 
Selling TV Sets’? will be assembled 
and presented to NARDA for dis- 
semination to its dealers. 

At Christmas a gift buying cam- 
paign will be launched, backed by 
“extensive advertising,” and will 
emphasize the advantages of hav- 
ing two sets in the home. This to 
follow a ‘1962 TV Demonstration 
Preview” launched at retail when 
’62 models begin to arrive in deal- 
er stores. 

The whole campaign will be 
wrapped up by a “TV Retailer of 
the Year” award presentation at the 
1962 Winter Markets in Chicago. 


Who pays for it? According to the 
Corning’s press presentation, the 
promotion is “sponsored by Corn- 
ing Glass Works (with the coopera- 
tion of the National Appliance- 
Radio-TV Dealers Assn., and the 
TV tube and set manufacturers). 
Snowball is packaged by Ralf 
Shockey and Associates, New York 
merchandising and promotion 
agency. 


Why is Corning running Snowball? 
To encourage benefit selling, trade- 
ins, trade-up, and to expand the TV 
market at retail. The activity also 
will keep Corning’s bonded tube 
prominent as competition in face 
plate development starts to come 
later this year from Kimble, Du- 
Pont, and Pittsburgh Glass. 





How Singer Co. 
Sells By Mail 


Anything, but anything, cus- 
tomers want will be sold by 
the sewing machine company 
in its pre-tested, successful 
mail order division 


Singer Sewing Machine Co. is 
entering the mail order business, 
using a solid list of customer names 
and single-item mailings, combined 
with small catalogs. And it is al- 
ready selling lots of non-Singer 
merchandise. 


What’s going on: Singer Sewing 
Machine Co. will officially open up 
its new mail-order division Jan. 1. 
The division will be headed by W. 
Robert Everly, Singer veteran who 
ran year-long tests of the new pro- 
gram. The new division will con- 
duct single-item mail sales cam- 
paigns nationwide and also is 
slated to put out spring and fall 
catalogs. 


How it works: The new mail-order 
division will comb the customer 
lists, mail offerings to any qualified 
customer. So far, mailings have 
been confined to hard goods for 
household use, but Everly says, 
“We'll sell anything our customer 
will buy.” 

Buying will be simple for the 
qualified customer. With credit 
good, $5 will reopen her account 
up to $100. Selling will be simple 
because Singer merchandise is 
drop-shipped, accounts are estab- 
lished. 


Here’s the history: For about a year, 
a test has been going on from the 
Singer office in Des Plaines, IIL., 
which had the advantages of about 
half a million accounts on file, and 
a central mailing address. The com- 
pany tried two or three techniques, 
then settled on a straight combina- 
tion of single-item mailings (occa- 
sional dual or triple offerings) with 
a small catalog or two. 

Results were so favorable, Everly 
says, that “we knew we had a win- 
ner by July 15.” It was then that 
the returns started coming in from 
a special offer on Bell and Howell 
cameras. In all, the mail-order test 
racked up over $500,000 in sales. 

During the test, Singer put just 
two Singer items in the fall catalog 
—‘It’s really a pamphlet,” Everly 
says—and found that non-Singer 
merchandise sold better. The two 
items, a floor polisher and a vacuum 
cleaner, were outsold by items such 
as fry-pans. 


What the future holds: Plenty of 
volume for Singer. The list will 
grow to a million names or so, and 
the mailing tempo will probably be 
stepped up. Singer is sure the 
single-item approach is the best, 
both in sales results and in profits 
since such a sale is individually ne- 
gotiated with the supplier. How- 
ever, there will be two small cata- 
logs in 1961. 

No discount prices will show up, 
though sales won’t be at full list 
either. “We want to give good 
values,” Everly says, “but we don’t 
have to wrestle with the discount 
boys.” He cites the fall catalog as 
an example: ‘We had a page to fill, 
so we put an Emerson portable TV 
on it at full list, $169.95. The re- 
sponse was pretty good.” 
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Is Private Label Born Out Of Desperation? 


Retailers Say No— 
Distributors Say Yes 


An increasing number of retail- 
ers, battling sagging profits in the 
housewares and electric housewares 
fields, are turning to private label. 
The question is how much bigger 
will PL become? 

Nationally advertised brands, 
which in some cases sell for as little 
as 6% above cost,.are being forced 
to the back of many housewares 
departments. Stores that are big 
enough or belong to buying groups 
are trying to raise themselves high- 
er on the profit ladder by means of 
PL merchandise, which can be sold 
for as high’as 25% above cost. 

“Private label is born out of des- 
peration during desperate times,” is 
one major national housewares dis- 
tributor’s comment and the general 
attitude of most middlemen who are 
usually excluded from PL business. 


Not true says Joseph P. Kasper, 
chairman of Associated Merchandis- 
ing Corp., a national buying group 
with an active PL program. 

Kasper, one of the staunchest re- 
tail supporters of PL housewares, 
repudiated wholesalers’ views on 
PL. He told EM Week: 

“Private label has been born out 
of a need for a new kind of method 
of distribution, not out of despera- 
tion. And you’re going to see more 
and more private brands in the 
years to come.” 

Noting that there was more pro- 
duction in the housewares industry 
“than we can use” thereby forcing 
manufacturers to widen their chan- 
nels of distribution, which ulti- 
mately depresses prices and profits, 
Kasper called for more direct sales 
from the factory. 

Commenting on the effects of PL 
housewares on national brands, he 
stated: 

“The name of any of our stores 
in any community carries as much 
weight as any national brand.” 


A replacement for nationally ad- 
vertised brands? “I don’t think the 
day will ever come,” he said, “when 
we don’t carry national brands. But 
it might be a good idea for a store 





we 


A & S HIGHLIGHTS AMC private 
label electrics at Brooklyn store with 
hanging and free standing display. 
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to slim down the number of brands 
it carries of the same item.” 

As a matter of fact, most stores 
reported that PL either was cutting 
into their sales of secondary brands 
or bringing plus business. 

While more and more stores have 
been sitting down with manufac- 
turers to conclude PL programs, 
distributors have been watching 
developments carefully and, as one 
jobber put it, “suffering with na- 
tional brands.” 

While a few optimistic distribu- 
tors regard the current interest in 
PL as a passing fancy, a goodly 
number look at it as a potential 
threat. 

These distributors warn national 
brand manufacturers to: 

e@e Make some attempt to control 
merchandising, even if it means a 
temporary sales reduction at all 
levels. 

@ Set some limits on price slashing. 
e Institute more exclusive or se- 
lective distribution. 

e Return to fair trade. 

Despite the increasing interest on 
the part of retailers, PL housewares 
and electrics have not been an un- 
qualified success in all stores. 


Drawbacks to PL selling noted by 
some stores are: 

e The difficulty in building up con- 
sumer confidence in PL wares. To 
date, aside from Sears and Wards, 
only the names of AMC (Associated 
Merchandising Corp.) and Supre- 
Macy (Macy’s) carry any real 
weight with consumers looking for 
housewares. (PL in this article re- 
fers primarily to products carrying 
the name of a particular store or 
buying group. Brands such as Vor- 
nado, which are sold nationally to 
different stores, are not included.) 
@ Small and medium size stores 
find it difficult servicing PL house- 
wares. 

e Promoting PL products, in some 
instances, increases the cost of run- 
ning a housewares department. For 
example, factory-supplied demon- 
strators, who serve as sales clerks 
in many stores, are eliminated when 
a store buys PL products, as are 
co-operative advertising and pack- 
aging. 

e@ Customers, in most cases, still 
prefer name brands. In December, 


when almost 25% of the electrics’ 


business is done, name brands are 
preferred as gifts. 


But PL continues to grow. One na- 
tional buying group this past year 
increased by 50% the number of 
items under its private label and 
is “expanding right along.’ Another 
group did “a fabulous job” with its 
own electric blanket and is also 
planning to add new numbers. The 
newly formed Affiliated National 
Sales Corp., Pittsburgh, which pro- 
vides housewares and hardware 
manufacturers with national sales 
coverage, will introduce a house- 
wares line under the Anscor label 
at the coming January housewares 
show in Chicago. Max Horowitz, 
president, said: ““We’ve already con- 


Who’s Who In Private Label 


Private label housewares and electric housewares are growing. Here’s a 
list of some retailers and their PL products. The list doesn’t pretend to be 
complete, but only serves to show the variety of stores and products in the 
PL field. Stores or groups are in boldface type, private label names in 
italics and individual products follow. 


ALLIED STORES CORP.—AMBASSADOR—lIrons, toasters, skillets, hand 
mixers. MANOR HOUSE—Power tools, power mowers. 


ARKWRIGHT, INC.—CHARM HOUSE—Percolators, toasters, skillets, iron- 
ing pads, covers and boards, power mowers. 


ASSOCIATED MERCHANDISING CORP.—AMC—Toasters, irons, perco- 
lators, fry pans, broilers, can openers, hand mixers, irons, paint 
brushes, cutlery, carpet sweepers. 


FREDERICK ATKINS & CO.—LADY ATKINS/ATKINS—Toasters, irons, 
fans, garden hose, toilet seats, power mowers. 


CITY STORES CORP.—ARMAID—Toasters, grills, irons, percolators, fry 
pans, bathroom scales, hampers. 


FEDWAY (Federated Dept. Stores)—AMC—See above. 


GAMBLE-SKOGMO, INC.—CORON ADO—Toasters, mixers, irons, skillets, 
heating pads, electric blankets. LADY HELEN—Full line of non- 
electric housewares. 


W. T. GRANT—GRANT MAID—Electric housewares. 
KIRBY BLOCK & CO.—KIRBURY—Phonographs, power mowers. 


LIBERTY DISTRIBUTORS GROUP—DAINTY MAID—Blankets, heating 
pads, irons, toasters, skillets, hair dryers, hand mixers, cooker-fryers, 
heaters, buffet trays, griddles, knife sharpeners, table stoves, ironing 
boards, pads and covers, bath scales. 


FELIX LILIENTHAL & CO.—NOBLE QUEEN—Ironing boards, pads and 
covers. NOBLE CRAFT—Electric blankets. 


R. H. MACY & CO.—SUPRE-MACY—Fans, toasters. MAYFLOWER— 
Heating pads. 


MAY CO.—DURACREST—(Armaid and Artcrest to be eliminated)—Elec- 
tric housewares, bath scales. 


MUTUAL BUYING SYNDICATE, INC.—MULBY—Electric housewares. 
J. J. NEWBERRY—LADY SUSAN— Irons, toasters, fry pans, hand mixers. 


WESTERN AUTO SUPPLY CO.—WIZARD—Electric housewares, power 
mowers. TRUE TONE—Radios, TV’s, phonographs. 


F. W. WOOLWORTH CO.—HAPPY HOME—Ironing board pads and covers, 
cutlery. 





housewares 
label 


tracted with several 
manufacturers for private 
merchandise.”’ 


How does a store go about setting 
up a PL program? 

If you can’t use 20,000 pieces of 
an item a year, forget about PL, 
manufacturers advise. Usually a 
producer will run off about 7,000 
pieces three times a year. In most 
instances, the store takes the whole 
run at one time; the manufacturer 
won’t warehouse it. 

Sometimes a store might have to 
pay for its own molds or dies. This 
could cost anywhere from $5,000 to 
$15,000. Normally the “guts” of a 
PL item is the same as a manufac- 
turer’s regular number with only 
changes in the outward appearance. 


What do manufacturers think of PL? 
Robert Shaffer, president of Do- 


minion Electric Corp., Mansfield, 
Ohio, said there has been a definite 
upturn in PL business over the past 
year, particularly with large buying 
groups. He noted that some stores 
this past year either overestimated 
or underestimated their needs, 
causing some inventory problems. 
“But they should do a better job 
in 1961,” he said. 

Shaffer said his company ha 
passed up private label business 
where “we felt it would hurt our 
reeular line.” 


Stanley Ford, president of the ap- 
pliance division of Proctor-Silex 
Corp., Philadelphia, had this to say 
about PL: 

“It’s true more and more depart- 
ment stores and chains have turned 
to private label housewares, but I 
don’t think it represents a large 
volume of the total business.”’ 


MIDWEST . MINNEAPOLIS— 
TV and appliance business was 
a seesaw in December. While 
one dealer reported increases 
over 1959, another shouted de- 
cline. Consensus: Just below 
last year. 

George Annoni, general man- 
ager of the three Johnston Ap- 
pliance stores in the Minneapo- 
lis area, was among the most 
optimistic: November was up 
15%; December was running 
15% ahead. “Our best lines 
right now tie in with the tradi- 
tional Christmas market—TV 
and stereo. Magnus chord or- 
gans are also good sellers... 
White goods, which we nor- 
mally expect to subside during 
December, are holding up sur- 
prisingly well. Maytag and 
Norge are moving the best of 
our four white lines.” 

Refrigerators, Annoni said, 
were the slowest item, showing 
a sharper decline than expected. 

November set a dollar volume 
record at Volkenant’s, chiefly 
because of a huge Nov. 17, 18, 
19 sale. December was down 
about 15%, “possibly because 
of our big November push,” 
said O. P Quady, manager. ““We 
usually figure white sales to be 
over by Dec. 17, and so far they 
have not been moving well.” 

Hannan’s Appliance and Fur- 
niture said business was good 
but not spectacular. Early No- 
vember was poor; late Novem- 
ber good; early December good, 
about equal to 1959. G-E’s port- 
able TV was the best mover. 
RCA and Zenith TV and stereo 
were moving well. So were 
ranges. 

A swing back to old-fash- 
ioned doorbell pushing was 
working well at  Hannan’s. 
Salesmen move house-to-house 
in single family residential 

rapping on the doors, 

leaving cards. There’s no high 


areas, 


How was Christmas business? Well, it hadn’t really taken off, dealers 
told EM Week, but there were bright spots in some places. 


pressure; just a friendly word. 
The program was a trial run 
and was in no sense adopted as 
a desperation measure to push 
business, Hannan’s added. 

Charles Brandborg, vice pres- 
ident of Elmer N. Olson Co., re- 
ported early December off 10%; 
November about the same as 
last year. He blamed the scarc- 
ity of co-op money for the sales 
lag. Portable TV and_ stereo 
were his best Christmas movers 
with G-E, Philco and Motorola 
strongest. 


SOUTH .. . HOUSTON—Prices of 
majors have ,been cut to the 
bone. The discount craze con- 
tinued. Small independents fret- 
ted. And the buyer, wooed at 
every turn, was excited, but 
cautious with his dollar. 

One major distributor, Crum- 
packer Distributing Corp. (Phil- 
co outlet for 33 Texas counties) 
gave up the fight and sold out 
to Philco which installed a fac- 
tory branch. 

White goods were off 15% to 
20% from last year, according 
to Steve Walker of Joske’s and 
A. I. Lack of the 21l-store Lack 
chain. 

Dean Benton of J. A. Walsh, 
a distributor, saw the market 
as “Mushy! Good today, off to- 
morrow.” In his opinion: “The 
dealers are playing it close to 
the belly, keeping inventories 
low .. . Everybody’s cautious 
here.” 

A new discount house, Globe, 
was shouting: “Everything un- 
der the sun cheaper.” The word 
“discount” had replaced the 
word “‘sale.”’ Sears, the biggest 
key account, was plugging “dis- 
count” in its ads. Foley’s, a 
Federated store, offered a West- 
inghouse dryer for $98. 

Caught in the squeeze were 
the independents. As Jim Hulme 
of Hulme’s Appliance summed 


it up: “How can I fight ’em? 
They’re selling cheaper than I 
can buy.” 


NORTHWEST... PORTLAND—It 
won’t be a big ticket December 
from the distributor standpoint. 
And Santa had to drive hard to 
help pull appliance-TV dealers 
out of continuing doldrums. 

“The general picture is be- 
low average,” said R. C. Mat- 
thews, sales manager for Lou 
Johnson Co., distributors. “And 
the surprising thing is that busi- 
ness is slow all over the state.” 

The sting in big ticket busi- 
ness was partially blamed by 
a surge in transistor radios and 
portable appliances. ‘“They’re 
running our shipping depart- 
ment ragged with the small 
stuff,’ Matthews reported. 

Stereo was carrying the big 
ticket business at Harold Kel- 
ley’s. He carried both Magna- 
vox stereo-TV and Magnavox 
color at $795 and found the 
action in the stereo-TV. Kelley 
had dropped color a year ago 
and is now back in with Mag- 
navox. 

Woo-the-woman promotion 
beamed at the husband was 
moving dishwashers for G-E. 
The gimmick was a gold cup 
which the man puts on or under 
the Christmas tree. Its message: 
“Merry Christmas, darling. 
Your dishwashing days are over 
forever.” 

Fred Schwary of Fred 
Schwary Appliance Center in 
suburban Parkrose found De- 
cember business running “just a 
little’ better than last year. His 
customers were “harder to sell 
now than ever.” 

Veteran Vern Wenger found 
customers doing “an awful lot 
of looking.” He was disappoint- 
ed in color TV sales: ‘For the 
amount of publicity it’s had and 
for the amount we’ve spent and 


what the TV stations have done, 
it isn’t at all gratifying.” 
Wenger noted a trend away 
from Japanese transistor radios 
because they have been coming 
in for service: “There’re just 
not many places in town that’ll 
even touch ’em for repair.” 


SOUTHWEST PHOENIX— 
Dealers here were praying for 
an upturn in the local construc- 
tion slump—and for bad weath- 
er in the East. 

“We have to wait for the 
tourist business,” said Milt 
Evans of Arizona Wholesale 
Supply. “They don’t buy. But 
their money does. So far the 
weather in the East hasn’t been 
bad enough to drive them 
West.” 

Meanwhile, dealers unani- 
mously reported: “Sales slow 

. Money tight . . . inventories 
high in anticipation of Christ- 
mas business . . . Holiday sales 
expected to be off 10% to 15% 
from earlier hopes .. .” 

In an area where there are 
some 6,000 unemployed con- 
struction workers, and where 
the folding up of a savings and 
loan company a year ago still 
influences buying, dealers were 
moaning. “Trade is picking up, 
but slowly,” said Jim Merritt of 
Merritt Electric. ““But I’m afraid 
the upturn is temporary. Christ- 
mas sales look good, but we’re 
still in a slump and probably 
will be until March.” Merritt 
said freezers have been best 
sellers. 

Leo Middleton, operator of 
three TV Leo outlets, said: 
“Things are steady. We hit the 
bottom in a slump a month ago 
and that’s where we are now— 
riding the bottom.” He opened 
an outlet just recently, so he 
couldn’t accurately judge the 
plummet, “but we were 10% 
below last year up to then.” 
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e@ What do the stock experts buy? 
Well, the annual report of Televi- 
sion-Electronics Fund, Inc., shows 
its second biggest holding (after 
AT&T) is Zenith Radio ($10 mil- 
lion). The report says production of 
electronic devices for consumers 
will reach about $2.1 billion this 
year, a modest growth which indi- 
cates saturation in some sectors of 
the industry. 


e Welbilt Corp. has entered into a 
licensing agreement with Koor 
Krafts & Industries, Ltd., of Israel 
for the manufacture of air condi- 
tioners there. Market potential is 
considered large. 


e After 49 weeks, radio production 
continued ahead of last year. Latest 
figures show production up 7.14% 
for the year and 18.77% for the 
week. TV production continues to 
lag with production down 25.42% 
weekly, 8.60% for the year. See 
page 30. 
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Westclox’ Salesman Of The Year 


EDWARD J. ALMSTEDT, third from left, received the Salesman of the Year 
award from Donald J. Hawthorne, president of General Time Corp., second 
from left, at the annual Westclox marketing conference at the Greenbrier, 
White Sulphur Springs, W. Va. With them above are Barton K. Wickstrum, 
executive vice president of General Time, left, and H. T. Millikin, Westclox 
manager of marketing, right. Almstedt, of Fort Lauderdale, Fla., has been with 
the company for four years. The award is named after Henry J. Wagner, former 
Westclox sales manager, and is given to the man who has demonstrated the 


best all-around salesmanship. 





THIS WEEK'S Ifill 
COLOR TV [ili 


MONDAY (All Times E.S.T.) 

10:30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 

2 P.M. (NBC) Jan Murray Show 
(Monday-Friday) 

11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


SATURDAY 
10 A.M. (NBC) Shari Lewis 
10:30 A.M. (NBC) King Leonardo 
7:30 P. M. (NBC) Bonanza 


SUNDAY 
3 P.M. (NBC) Opera Company 
Deseret’ 
6 P.M. (NBC) Meet The Press 
7 P.M. (NBC) Shirley Temple 
9 P.M. (NBC) Chevy Show 
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Cleaners come 





(629 brands have been on the market since the first Hoover was sold) 


Cleaners 90 


(606 of them are no longer with us) 


But year after year 
more women prefer 


this brand name: 





HOOVE 


Because the name Hoover. means quality—not 
only in cleaners, but in every product Hoover makes. 
For instance: 


The new Hoover Shampoo Polisher—the versa- 
tile appliance that power shampoos rugs and carpets 
and scrubs, waxes and polishes bare floors, too. 





The New Hoover Electric Floor Washer—remark- 
able new invention that washes floors and vacuums 
up the scrub water in one continuous operation. 








Rie Sid ete 
- 


FOUMOATION INC 


SATISFACTION 








1960 





Are you making capital of Hoover's leadership? 
THE HOOVER COMPANY, NORTH CANTON, OHIO 0 





(Annual Brand Preference Surveys prove it!) 


The Hoover Convertible—only cleaner that “‘beats, 
as it sweeps, as it cleans’’ to get out the deep down 
dirt other cleaners miss. 


The Hoover Constellation—world’s only canister 
cleaner that ‘‘walks on air’ to take the drag out of 
cleaning. And it’s as tough on dirt as it is easy on the 
housewife. 


What these Hoover product superiorities add up to 
is more sales, more customers who stay with you, 
and more profits for you—year after year. 
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Straight From 
Washington 


PRESIDENT-ELECT KENNEDY’S ANTI-RECESSION 


PLANS are almost certain to give a shot in the arm to 
the lagging appliance industry, though their effect may 
not be as immediate as many would wish. Several pro- 
grams are taking shape, despite Kennedy’s preoccupa- 
tion with high-level appointments. 

Some stimulation for housing will be given top pri- 
ority by the new administration, especially if the re- 
cession deepens. This probably will take the form of 
lower down payments on FHA mortgages. Interest rates 
already are on the way down. 

Housing starts are down to 1.2 million this year from 
1.4 million a year ago. Economists fear that this may 
represent a slackening in basic demand that will not be 
cured by looser credit terms, but Kennedy aides are 
willing to give it a try anyway. 

Democrats have a bias toward lower interest rates, 
but will be forced to move slowly and cautiously in this 
area because of the gold outflow. A further decline in 
interest rates here would accelerate flight of dollars to 
higher interest rates overseas. There will, however, be 
an expansion of the Small Business Administration loan 
program, along with looser Federal Reserve Board re- 
quirements on commercial banks. 

Federal aid to depressed areas and extension of un- 
employment benefits to provide more purchasing power 
are certainties if the employment situation continues to 
worsen. This should help lessen the deflationary impact 
in hard-hit areas. @ 


A RENEWED FEDERAL DRIVE AGAINST PRICE FIX- 


ING can be expected from the Democratic-controlled 
Justice Department and Federal Trade Commission. 
Such an attack will be aimed mostly at industrial equip- 
ment makers and raw materials suppliers. But lower 
prices at wholesale and retail levels may be the overall 
result. 

Democrats also will not be outdone by their GOP 
predecessors in FTC attacks on unfair or deceptive ad- 
vertising. Republicans have set a fast pace recently. @ 


MANUFACTURERS’ SALES OF APPLIANCES are ex- 


pected to rise in the second half of 1961, bringing sales 
for the year slightly above those in 1960. That’s the 
latest word from the Commerce Department. 

Among the favorable factors are a prospective rise 
in residential construction, the growth potential for ac- 
cepted appliances which have low saturation, built-in 
replacement demands for older appliances, and low 
inventories in the hands of distributors. 

Sales in 1960 are estimated at $4.9 billion, down 
about 10% from 1959, but still the fourth best year on 
record. 

There were adverse trends within the industry. Re- 
frigerator sales in 1960 were down 12%, freezers, 14% 
and washers 13%. But dishwasher sales were up 10%, 
dehumidifiers, 15%. @ 


CONSUMER BUYING PLANS ARE OFF FROM A YEAR 


AGO, according to a survey (made in October) by the 
Federal Reserve Board. The feeling is that the down- 
ward trend may have deepened since then because of 
the recession. @ 
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Sunday Sales Battle: 
What Will Court Rule? 


Later this year the U.S. Supreme 
Court will hand down its decisions 
in four cases involving Sunday 
statutes in three states. 

Whether or not you are open for 
business on Sundays, these rulings 
will affect your business. There is 
little doubt that state and local 
laws pertaining to your own store 
will reflect the Court’s thinking. 

Washington, D. C., legal experts 
revealed exclusively to McGraw- 
Hill’s Capitol Bureau that the nine 
justices are wrestling with this 
problem: 

Both sides concede that states 
have the right to legislate that one 
day in seven must be a day of rest. 
But can a specific day-off be fixed 
in the laws and then enforced? 


About 40 states have laws restrict- 
ing Sunday commercial activity and 
many cities have ordinances of 
their own with the same purpose. 

In the older eastern states, where 
the colonial Puritan attitude toward 
the Lord’s Day was the strongest, 
the statutes are highly complex and 
contradictory. 

But the fact that two of these 
states—Pennsylvania and New Jer- 
sey—last year amended their old 
statutes, indicates the new impor- 
tance being attached these days to 
the old blue laws. 

And here’s how present-day ar- 
guments run: 


FOES OF LAWS SAY... 


... The selection of Sunday con- 
flicts with the religious freedom of 
others who are not Christians. 

. Regardless of what day is 
picked, it will conflict with some- 
body’s religion. Friday, for ex- 
ample, is the Mohammedan Holy 
Day. So if Friday were picked as 
the legal day off, Mohammedans 
would lose only one day of work a 
week—everyone else would lose 
two. 


SUPPORTERS RETORT... 


-“One in seven” statutes are 
unenforceable. 

... Even though blue laws orig- 
inally had religious significance, 
they no longer have. 

... Sunday closing laws are sim- 
ply “social and economic” statutes 
akin to wage-and-hour laws which 
are aimed at easing dog-eat-dog 
competition in retailing. 


The most Sunday sellers can ex- 
pect is that the Supreme Court will 
decide blue laws are fundamentally 
religious and therefore unconstitu- 
tional. The slimmest victory they 
ean look forward to is that the 
Court will strike down or modify 
blue laws in the three states con- 
cerned—Pennsylvania, Maryland 
and Massachusetts. 


The most blue law supporters can 
expect is a complete affirmation of 
the principle of the regulations, 
which is just what the Supreme 
Court ruled at the turn of the cen- 
tury when it last looked at the 
problem. 


But regardless of the decisions, the 
fact that the Court thought blue 
laws important enough to devote 


five hours of argument to them il- 
lustrates an awareness on its part of 
the new importance which the Sun- 
day statutes are taking in the na- 
tion’s economy. 


Facts of retailing life today are di- 
rectly related to this importance. 

New interest in these old laws re- 
flects the move to the suburbs, and 
the concurrent rise of out-of-town 
shopping centers. 

It mirrors the fierce competition 
for the consumer’s dollar between 
old established merchants and new, 
fast-growing discounters. 

It demonstrates the changing at- 
titude of Americans toward Sunday 
as a day of activity instead of a day 
of quiet religious observance. 


THE TEST CASES: 


Briefly, here are the cases which 
the Supreme Court will decide: 
e Springfield, Mass.: A supermar- 
ket which sold, among other things, 
kosher food, got a court injunction 
prohibiting the state from enforcing 
its blue law. The store claimed a 
third of its sales were on Sunday. 
A federal court ruled two to one 
that the state law was unconstitu- 
tional. The state appealed. 
e Philadelphia, Pa.: Five Orthodox 
Jewish merchants were charged 
with violating a 1959 state law pro- 
hibiting Sunday sales of a specific 
list of goods. They argued that they 
were at a competitive disadvantage 
because religious belief prevented 
them from staying open for busi- 
ness Friday night and Saturday, and 
the law added another day lost to 
business. They claimed the law in- 
terferes with religious freedom. 
e Allentown, Pa.: The discount 
house, Two Guys from Harrison, 
Inc., made no claim that it, as a 
corporation, was religiously dis- 
criminated against. But, it asserted, 
its customers, if they want to, have 
a right to shop on Sunday. The 
state ruled no. 
e Glen Burnie, Md.: Seven em- 
ployees of another Two Guys store 
who were convicted under a state 
blue law asserted that the statute 
was contradictory since it allowed 
commercial operations at a nearby 
bathing beach on Sunday, but pre- 
vented their employer from selling 
on Sunday. 


RELIGIOUS LAWS? 


Most of the argument before the 
courts in these four cases centered 
around whether or not blue laws 
are religious laws. But underlying, 
and occasionally breaking into the 
open, were the competitive factors 
in retailing which make the stat- 
utes a strictly business proposition. 

Some of the issues which remain 
to be settled are: 

@ Some laws exclude only certain 
types of merchandise (thus, certain 
stores) from Sunday sales. Is this 
fair and legal? 

@ Some laws exempt persons who 
do not observe Sunday as the Sab- 
bath (Illinois, Indiana and Iowa). 
Is this religious discrimination? 

e How much of the furor is gen- 
erated by the fight between down- 
town merchants and “highway 
stores?” Do Sunday laws help or 
hurt either side? 
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And the results? 

“We did fairly well,” explained 
Bill Langlois of Langlois Appli- 
ances. “But we didn’t do as well as 
we had hoped. We had plenty of 
lookers, but not enough buyers.” 


Why did the promotion flop? Nearly 
everyone had a ready answer last 
week. And the answers generally 
centered on four key points: 

e The campaign (geared to double 
November and December refrigera- 
tor sales) came at a time when re- 
frigeration sales are traditionally 
sluggish. 

e NARDA, the “Saturday Evening 
Post,” which developed the cam- 
paign, and the manufacturers who 
supported it, had less than a month 
to prepare and distribute merchan- 
dising material. 

e@ The campaign’s central 
involved trade-ins and 
dealers—including big department 
stores—don’t handle trade-ins. 

e Distributors didn’t sell the pro- 
gram to enough dealers. 


theme 


No one blamed the manufacturers. 
General Electric, Whirlpool, West- 
inghouse, Kelvinator, Norge, Philco 
and Hotpoint all took an active part 
in the promotion. Only Frigidaire, 
Amana and Admiral abstained. 

Manufacturers did order nearly 
28,000 merchandising kits from 
NARDA and the “Post” to be drop- 
shipped to their distributors. And 
they apparently worked hard at 
selling the program to distributors. 

A few dealers frankly said they 
were against industry-wide promo- 
tions of any kind (“They may help 
the manufacturer, but I’ve never 
known one to help me,” said one 
man), but most appeared pleased 
that manufacturers had cooperated 
on a major promotional campaign. 
Price cutting left some dealer-man- 
ufacturer rifts, but the refrigeration 
promotion went a long way toward 
smoothing them. 


NARDA made some new friends 
with the campaign. The dealer or- 
ganization helped draw up the pro- 
gram and, together with the “Post,” 
sold it to the manufacturers. 
NARDA prepared special red 
vests and bumper stickers to sup- 
plement the standard dealer mer- 
chandising kits. Nearly 1,000 vests 
were sold to participating dealers. 


Timing was a sore point, though, as 
dealer comments indicated. 

“Just plain poor timing kept 
plenty of dealers from participa- 
ting,” snapped a Texas distributor. 
“It came at an inopportune time, 
when we don’t have a great move- 
ment in refrigerators,” agreed Russ 
Carlson of Santa Monica, Calif. 

A Michigan dealer observed, “If 
they intend to promote a refrigera- 
tor trade-in now, I think it’s the 
wrong time of year.’ And from 
John Mazurek of McNellis & Sons, 
Waterbury, Conn., “It would have 
had to be pretty spectacular for us 
to go along with a refrigeration 
promotion at this time of year.” 

“Refrigerator trade-ins?’ echoed 
Dean Cowger of Western Appli- 
ances, San Jose, Calif., “It’s no time 
of the year to do that.” 


Many dealers blamed distributors 
for not supporting the program and, 
in some cases, not even mentioning 
it. Bert Borok of Borok Brothers in 
Newark, N. J. was typical: 
“You’d think on a big promotion 
like this, that distributors would 








In A Nutshell, Here’s What Dealers 
Thought Of The NARDA Promotion 


We talked to well over 100 dealers. But not all of them 
gave specific answers to each question. Nevertheless, this 
tabulation is a good indication of what all of them felt: 


Did you participate in the promotion? 
66 said no 
5 said yes but it wasn’t successful 
2 said yes, with slight success 
2 said yes with moderate success 
If you didn’t participate, why not? 


53 said timing was poor 
30 didn’t know about it 


many- 


idea was good. 





have gone to dealers and shown 
them how they could use it. No 
distributor approached me.” 

“This one was a big fizzle,” said 
Bob Shelly of Atlanta. “I bought 
my vests and some other stuff, but 
my distributor never did anything 
about the promotion. In Oakland, 
Calif., William Robinson added, 
“The distributor salesman must 
have slipped somewhere because he 
didn’t tell me about it or try to get 
me to tie in.” 

Angriest of all was an Ohio dealer 
who charged, “The _ distributors 
were on the firing line but they 
never came around to let us know 
anything about it. I think they were 
afraid if they came we’d ask for 
advertising money and they’re put- 
ting their promotion money else- 
where right now.” 


The program was rushed: NARDA, 
the manufacturers and the dealers 
all agreed on that. 

Joseph Fleischaker of Louisville, 
former NARDA president, ex- 
plained: “It was too big, too fast.” 

NARDA and the “Saturday Eve- 
ning Post’ broached the plan to 
manufacturers in September. The 
merchandising kits were to be in 
the hands of distributors by Oct. 15 
and the program was to kick-off 
Oct. 21. Actually, the first kits be- 
gan reaching distributors in late 
October. Some didn’t arrive until 
mid-November and some didn’t ar- 
rive at all. 

NARDA Executive Vice President 
Gail Pinkstaff said, “If the material 
had shown up when anticipated, 
we'd have been a lot better off.” 

Jim ~Downey of the “Saturday 
Evening Post” had an explanation: 
“It was a crash program. I think 
everyone involved in this did their 
jobs faithfully, but it was an ex- 
tremely bad deadline date.” 


Why such an awkward time? There 
were several explanations, and they 
made sense. Pinkstaff offered one: 

“A group of very responsible men 
sat down and said ‘Whatever we do 
is a plus. We knzaow it’s too late, 
but we'll do it anyway.’ ” 

Greenley added, ‘‘We felt we had 
everything to gain and nothing to 
lose. If every dealer in the country 
could just sell one, or two, or 10 
refrigerators... well, it would have 
been great.” 


11 don’t like national campaigns 

5 thought idea was poor or hackneyed 

5 don’t handle ‘trades 

6 were running promotions of their own 

2 said their manufacturers didn’t tie in 

15 cited other reasons (no ad money left, sold out 
on refrigerators, etc.) 
Multiple answers account for total larger than 66 
who said they did not participate. 


Was the promotion a good idea? 
Over half, in and out of the promotion, thought the 





“Sure the timing was awful,” Mc- 
Mullin agreed. “But what’s the use 
of having a refrigerator promotion 
in the spring when refrigerators 
aren’t a problem?” 


The promotion had its bright spots 
—plenty of them. Dealers, by and 
large, approved of the idea even if 
they didn’t tackle the promotion. 
In Atlanta, Bill Sharpe added, 
“IT think it was a good idea. The 
more noise you make, the better off 
you are.” And from another At- 
lanta dealer: “The. NARDA idea 
was a perfect promotion in itself. 
I’d like to see more such drives. 
Maybe on washers and dryers.” 


There were positive benefits—even 
for a dealer who ignored the trade- 
in theme. Maurice Cohen of Lech- 
mere Sales in Cambridge, Mass., 
explained, ‘‘We did not use the red 
vests or the trade-in part of the 
promotion, but the NARDA pro- 
motion did help us consolidate our 
efforts on refrigerators. We had a 
respectable success.” 


Wichita dealers had another angle: 
“We saw no point in bucking 
Christmas,” said key dealer Emer- 
son Dole. “But we liked the idea of 
a united industry effort. And we 
felt if we let the first one drop, we 
couldn’t look for any more.” 

Wichita’s answer? Fifteen local 
dealers will launch their own re- 
frigerator campaign this week. A 
big newspaper section will help 
start it off. 

Other dealers had much the same 
idea. General Appliance Co. of San 
Francisco will keep its vests and 
promotional material. ““We’re going 
to use this as a promotion of our 
own when we get a full stock of ’61 
models—probably in mid-January,’ 
said General’s Carl Hagstrom. 

The promotion itself failed but it 
apparently planted some. positive 
seeds. 

“We learned some lessons,’ Mc- 
Mullin explained. “If we had sold it 
as hard to dealers as we did to 
manufacturers, we would have had 
it made.” 

The “Saturday Evening Post’s” 
Downey was even more optimistic. 
“This set a pattern for future in- 
dustry-wide promotions. Consider- 
ing what we faced, I think the pro- 
gram was an unqualified success.” 
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Delmonico International, current- 
ly making hay with a Japanese- 
built 19-inch portable, plans more 
and bigger models soon—including 
stereo-TV theatres. 

Sears in Chicago recently adver- 
tised a 19-inch suitcase-styled port- 
able TV at $128.88, just 12¢ under 
competitively priced Goldblatt’s 
American set at $129. Later, the 
Sears price went up, and the Sears 
set is now going at $135 to $140. 


The ad signaled Chicago that Del- 
monico had arrived on the scene 
with Japanese TV. The word in the 
market was that Sears, by going 
for big quantities—reportedly 5,000 
—was getting the Delmonico set for 


about $99. 

Delmonico in Corona, N. Y., nei- 
ther confirmed these figures, nor 
said they were wrong. Executive 
Vice President Herb Kabat said that 
Delmonico’s prices were as low as 
anyone’s except the real low end, 
and staunchly held that the quality 
was as high as anyone’s. 


Delmonico’s plans have been dis- 
cussed quite completely earlier in 
the year. Briefly, the firm has con- 
trols, chassis and case built in 
Japan then installs U.S.-made pic- 
ture tubes here, using chiefly Syl- 
vania standard 19-inch, 114-degree 
units. “They don’t even build 19- 
inch sets in Japan,” Kabat says, “so 


NEXT From yApAN: Stereo-TV Combination Theatres 


the only answer is to install them 
here.” 

The set Delmonico is marketing 
is called the Delmonico. It has suit- 
case styling, three IF stages, bolted- 
in components, handwired chassis 
and allows all tubes to be changed 
from the rear, Kabat says. He adds, 
“We get good fringe area perform- 
ance, too.” 

Marketing has apparently been 
pretty simple for Delmonico, allow- 
ing the company to hit the 4-5,000 
units a month level. “We’ve sold 
every major account in New York,” 
Kabat reports, listing such names as 
Macy’s, A & S, Vim, Davega, ‘and 
plenty of others, like AMC stores, 
White Auto Stores and Oklahoma 









Tire in the Southwest, and, of 
course, Sears Roebuck and Co.” Ka- 
bat also points out that TV is a big, 
big business “and if we were to get 
1% we would be quite happy.” (In 
portable TV, about 3 million units 
are sold a year.) 


Shooting for more, Kabat intends to 
show four or five new models dur- 
ing the Markets. His Ramada Hotel 
room will have the portables, and 
some stereo theatres, he says. An- 
other move toward more of the 
market is Delmonico’s recent deci- 
sion to set up an assembly plant in 
Los Angeles, ready in January, to 
serve the Coast directly, eliminating 
a coast-to-coast freight charge. 





CONTINUED FROM CANADA: Lhe Big TV Deal That flopped 


The deal (EM Week, Nov. 7, page 
3) to sell TV sets manufactured by 
RCA Victor Co. in Montreal, Can- 
ada, through the Dominion Stores 
food chain in the Toronto-Hamil- 
ton district has fizzled. 

Officials of both companies now 
say the offer was “for a limited 
period only” and “it was just a test 
selling case.” 

Scott Feggins, vice president- 
public relations for Dominion 
Stores, says: “The offer was made 
through advertising a couple of 
months ago (mid-October). The ad- 
vertisements stated it was for a lim- 
ited period only. That period has 
now expired.” 

John Houlding, RCA Victor pres- 
ident in Montreal, says: “It was a 
test situation. The test has been 
completed. TV sets manufactured 
by us are no longer being offered 
through a food chain.” 

In October, when the food chain 
announced it was making TV sets 
available to customers in Toronto- 
Hamilton district stores, regular 
RCA Victor dealers promptly blew 
their stacks. Several Toronto deal- 
ers reported they were “seriously 
considering” cancelling their orders 
and shipping back to the distributor 
merchandise in stock. 

The dealers were miffed because 
the set—a 17-inch portable model 
under a non-house brand name— 
was offered to the food chain at a 
price which was $50 less at retail 
than a similar set on their floors. 
RCA attempted to smooth the 
troubled waters by offering their 
regular dealers “the same thing un- 
der the RCA label.” 


The sets were made available to 
Dominion Stores by Premiumwares, 
a company dealing in gifts, premi- 
ums and retail promotions. 

Dominion Stores supermarket 
chain is the second largest in sales 
volume in Canada. The marketing 
area in which the food chain was 
displaying the disputed television 
sets brings in about 25% of all 
Canadian retail sales. 

The ‘test’ was spoiled for RCA 
Victor when advertising accom- 
panying the offer by Dominion 
mentioned that service on the sets 
was available through the RCA 
Victor consumer goods service com- 
pany. 

A Toronto dealer, L. A. Wilkin- 
son, says: “I guess we’re back 
where we were. I’m satisfied now 
the company (RCA) has done the 
right thing. I haven’t anything 
more against them.” 

Wilkinson added: “I think RCA 
pulled out of the deal under pres- 
sure from the dealers. If that was 
actually the case, the whole affair 
was a blessing in disguise. I think 
we nailed it at the start.” 

Wilkinson said he received a 
form letter from RCA Victor, signed 
by Lloyd Booth, manager of. dis- 
tribution for Ontario region. 


“He said he was going to drop 
around and explain everything .. . 
He never did get here. He must 
have felt he was in hot water.” 

According to trade reports, RCA 
Victor President John Houlding, who 
seldom personally gets involved 
with dealer relations, made a spe- 
cial trip to New York to cancel the 








Harry Hahn Joins ‘Farm Journal’ 


After serving for 15 years as 
“Electrical Merchandising Week” 
sales manager and, more recently, 
assistant to the publisher, Harry C. 
Hahn has been appointed appliance 
marketing counselor for “Farm 
Journal.” 

While he will be a member of the 
farm magazine’s headquarters staff, 
he will be stationed in New York 
rather than the Philadelphia offices 
of the company. 

Hahn will continue on the plans 


board of Pilot Markets, Inc., Rye, 
N. Y. And he plans to serve another 
client, who has not yet been an- 
nounced. 


Before joining EM Week, Hahn was 
dealer manager, Detroit, and then 
district manager, Philadelphia, for 
the Carrier Corp. He has also held 
executive positions with Easy 
Washing Machine Corp. and Elec- 
tric Vacuum Cleaner Co. of Cleve- 
land. 
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deal which the company had made 
with a premium company operating 
in Canada. 

Houlding declined to comment on 
this report. 

Lloyd Booth describes his rela- 
tions with his Ontario dealers as 
“absolutely 100%.’ He said he had 
“nothing to do with the Dominion 
Stores deal. It was made in Mon- 
treal.”’ 

Booth likened the RCA-Dominion 
arrangement to the kind found fre- 
quently between tire manufacturers 
and distributors of unbranded or 
special brand lines. “Nobody criti- 


cizes the tire companies for that.” 

He added it was “the quiet deal- 
ers that count, and they are all 
solidly behind RCA now the food 
store sale has been terminated. This 
thing was self-healing.” 

Booth declared however: “Do- 
minion Stores have yet to sell one 
TV set.” 

Said Dominion’s Feggins: “That’s 
absolutely ridiculous.” But he de- 
clined to say how many sets his 
food chain had sold. 


“Let’s forget the whole thing,” 
RCA’s Houlding concluded. 








COIN-OP ICE CUBES NEXT? 


York Unveils Its 


York will open a new field for 
distributors, and perhaps dealers— 
through a coin-operated ice-mak- 
ing machine designed for the grow- 
ing party market. 

On the heels of Norge’s pioneer- 
ing coin-op dry cleaner, the ice 
machine, boldly proclaiming the 
York name, will be sold next year 
to distributors. It was unveiled for 
distributors at their recent conven- 
tion at the Diplomat in Hollywood, 
Fla. 

Major advantage over the coin- 
operated ice machines already 
scattered around the nation in gas 
stations, motels and other locations: 
The York machine makes its own 
ice, while the conventional ma- 
chines are merely vendors which 
must be refilled by ice companies. 


York officials were enthusiastic 
about the machine’s future. They 
predicted $30 million in sales for 
the first 24 months the machines 
are on the market. 


How does it work? A customer in- 
serts 50¢ in the ice machine’s slot. 
A bag is automatically pushed at 
him. He holds the bag under a 
chute, pushes a button, and the bag 
is automatically filled with ice. A 
machine can supply up to 400 
pounds of ice a day. The machine 
stores its own ice and needs water 
and electrical connections. 


Other fruits of research shown the 
distributors were further in the fu- 
ture—like some of the most ex- 
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New Machine 


pensive ice cubes ever produced. 

York’s soft-spoken vice president 
and director of engineering, A. B. 
Newton, flipped a switch and 
dropped the ice in a convention- 
goer’s highball. They had been made 
by an experimental thermoelectric 
ice-maker which Newton said could 
be duplicated for “$550,000 or so.” 

Although York thinks commer- 
cial applications of thermoelectric- 
ity are about five years off, to be 
first in the field is a major aim of 
the company’s research efforts. As 
York President Joseph Elliott put 
it: 

“The cockroach that beats us is 
going to be the fastest one in Bug- 
town.” 


How does thermoelectricity work? 
When a direct current passes 
through the junction point of two 
dissimilar semi-conductors, or 
thermoelectric elements, cooling 
takes place. There are no moving 
parts to wear out. The cooling ef- 
fect is quiet. 


What are the engineering problems? 
Principally, learning to use thermo- 
electricity, Newton said. It now ap- 
pears that the earliest commercial 
applications will be on jobs which 
require low temperatures with 
small Btu needs—like freezing ice 
cubes. But the engineering chief 
added: 

“We must be ready to shift any 
of our products that research and 
feasibility dictate toward the ther- 
moelectric approach.” 
















































































































































































Admiral Duplex Refrigerator-Freezer—Model RFN229 
—no defrosting ever in refrigerator and freezer 


anneuncnng the new Admiral Duplex 


10 cu. ft. Vo defrosting refrigerator 
10 cu. ft. To defposting freezer 
In one compact cabinet 
Here’s something really new in home refriger- 
ation—a new addition to Admiral’s famous 
family cof fine refrigeration products—the 1961 
Admiral Duplex Refrigerator-Freezer. It’s a full 10 cu. ft. refrigerator and a full 10 cu. ft. 
freezer combined in one compact cabinet. It’s easy to sell because it offers customers 
new convenience they really want! The Duplex has everything ...complete food preser- 
vation—automatic ice maker—no defrosting ever in both refrigerator and freezer—all 


foods at owner’s fingertips. It’s another great Admiral Long-Life Appliance. 
Model RFN 226—no defrosting - 


in refrigerator or freezer. MARK OF QUALITY vite, THROUGHOUT THE WORLD 


Model RFN 224—no defrosting } | | | 
in refrigerator. } | 
Model RFN226 odel RF22 
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Mee 23 : Model RTN149 
Admiral Imperial Dual-Temp Refrigerator-Freezer—Model RTN149—12.5 cu. ft. net ‘ “ - closed. 
capacity—no defrosting in refrigerator and freezer. Model RT146—same capacity ve ; 
no defrosting in refrigerator 


No defrosting Dual-Temps realistically priced, 


Here’s the hottest 100% No Defrosting Combination line in the industry. Makes step-up 
selling quick and easy. Start with the 12.5 cu. ft. RTN149 shown above. A great traffic 
builder in price yet profit packed. The step to the 14.5 cu. ft. Model RTN166 is a natural. 
Has 30 lbs. more freezer space. Or step up to the RUN169 an upside down loaded with 
quality features— automatic ice cube ejector, swing out freezer basket, 143 lbs. freezer 
space. Every new Admiral 100% No Defrosting Dual Temp features slim line design, 
built-in flush to wall construction. See Admiral’s new right side ups, upside 
downs, single door Dual Temps _~g $y 4 —designed and priced to make every 
customer a buyer. 


MARK OF QUALITY qty r THROUGHOUT THE WORLD 
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Admiral Imperial Dual-Temp Refrigerator-Freezer—Model RUN169—14.5 cu. ft. net 
capacity—no defrosting in refrigerator and freezer. Model RU164—same capacity 
—no defrosting in refrigerator. 











































































































































Admiral Custom Refrigerator—Model R143—12.7 cu. ft. net capacity 


industry’s best values and model selection! 


Complete selection of models from 9 cu. ft. conventional to the new Admiral Duplex 
Combination, the refrigerator-freezer that has everything! Famous Admiral Long-Life 
Dual-Temps that fit every need—but most important, all are realistically priced and 
include the best selection of models to suit every possible customer requirement! 





Three new 1961 Admiral Refrigerators are shown at right. as Model RM124—i0.3 cu. ft. net capacity. Admiral Imperial 
Admiral Deluxe Refrigerator— Model R104—9.0 cu. ft. net Dual-Temp Refrigerator-Freezer— Model RTN166—14.5 cu. 
capacity. Also available Model R123—11 cu. ft. net capacity. ft. net capacity—no defrosting in refrigerator and freezer. 
Admiral Dual-Temp Refrigerator-Freezer— Model RM146— Admiral Long Life Quality is earning new sales everyday. 
12.4 cu. ft. net capacity—no defrosting in refrigerator. Also Matching freezers available with some conventional models. 









No. R104 No. RM146 RTN166 
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Model FVN169 closed. 
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Admiral Slimline Upright Freezer—Model A 
FVN 169. 532 Ibs. net capacity—no defrosting ever. 























Admiral Slimline Upright Freezer— 
Model FVN149. 472, Ibs. net 
capacity—no defrosting ever. 


hest pricing ever... Tle 


They’re here for the first time! Freezers the public and dealers have clamored for—‘‘no 
defrosting” at a price anyone can afford! All the sizes you need--all the features, too. 
Lots of models—lots of wanted features—realistic pricing...all add up to an unbeatable 
combo for lush retail profits! All models have Admiral’s own wide-range freezing control 
for unlimited temperature settings from super-speed quick freezing to sub-zero frozen 
food storage—all have the exclusive Admiral Penny Pincher sealed power unit that 
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assures long-term trouble-free Ct operation plus big savings on power—all have a 
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Admiral Slimline Chest Freezer— 
Model FH214. 690 Ibs. net capacity. 















































Admiral Slimline Chest Freezer— 
Model FH164. 536 Ibs. net capacity. 











Admiral Slimline Chest Freezer—Model FH246. 809 Ibs. net capacity. 


chests that beat mail order prices! 


score or more of those famous Admiral exclusive and special features that mean plus sell- 
power for Admiral dealers in ’61. Best of all, when you sell Admiral, you sell lasting 
quality! All Admiral parts are especially designed for extra durability—all Admiral 
Long-Life appliances are carefully built to assure extra years of dependable service! 





Three new 1961 Admiral ‘“‘easy-to-sell’’ Slimline Upright 470 lbs. Built-in fits flush to wall. All have new high-density 
Freezers are shown at right. Model FV104 hasa net capacity Fiberglass insulation. Built-in door locks—all with 3 super- | 1 
of 315 lbs. Match-Mate Refrigerator R104 available. Model strong full-width freezer shelves—plus refrigerated top sur- r 
FV124 has a net capacity of 392 lbs. Match-Mate Refriger- face to quick-freeze foods at sub-zero temperatures. 5-year Ps 
ator R123 available. Model FV142 has a net capacity of food protection warranty at no extra cost on all freezers. rm 7 


Model FV104 Model FV124 Model FV142 
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Admiral Royal Imperial Air Conditioner and Super 
Son-R Wireless Remote Control Unit—Model 991AC23SR 


the first remote control air conditioner, 


Here’s the only new consumer benefit in air conditioners! Admiral’s 1961 Super Son-R 


Remote Control, complete with all the advantages of compact transistorized operation! 
The owner can turn this new Admiral on or off—select any temperature and fan speed 
—from anywhere in the room. A new convenience that opens up new sales opportunities 
for Admiral dealers. Top traffic stopper with a terrific potential! Plus a new line of alli- 
new conventional models— each designed and engineered to assure lasting quality 


your customers expect from Admiral Long-Life Air Conditioners. i —_— 
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Ruler series Coronet series Royal series 
No. 441AC12 No. 501AC238 No. 991AC23 
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Model 3RG1 Convertible range 











Model 3RG3 Convertible range 


new convertible ranges spell opportunity ! 


New opportunity for dealers...sell a free-standing range that can be converted to a 
built-in later! Features? You bet! Everything to help sell. All 1961 Admiral 30 in. and 
40 in. convertible ranges have Flex-O-Heat surface unit controls for unlimited tempera- 
tures—all have divided recessed tops—each new Admiral has the largest oven for its 


size in the industry—and many Admiral ranges have new automatic timer clocks and 


“Minute Minder” controijs for automatic cooking! Remember, too, every Admiral is built 


to deliver extra years of perfect performance. You serve your customers better when you 


sell Admiral Long-Life Ranges! Best of all, here’s a brand new merchandising approach 


—the kind you expect from Admiral! You can’t miss sales—Free-standing or Built-ins. 


Admiral dishwashers—world’s fastest-growing appliance line! 


Red hot prices on portables, that’s the 
keynote of Admiral’s dishwasher line... plus 
built-ins, too—today’s finest, most versatile 
and extremely efficient dishwashers! From 
lid to base, they far out-feature the industry 
...and all models have that distinctive 
Admiral Long-Life Quality and advanced 


engineering that’s earning for them the 
fastest-growing sales in appliance history! 
New 1961 Imperial Portable Model DP124 
and Imperial Built-In Model DU126 (right) 
both have giant capacity for 12 place set- 
tings—automatic Set-N-Forget cycle- 
selector dials—require no hand-rinsing. 























Model 3RG8 


30° range 














Model 4RG8 
40” range 
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Big bonus for Merchandising Week 
subscribers! As Part II of the July 3, 
1961 issue of Merchandising Week, 
you'll be receiving a wonderfully 
useful business book... and it won’t 
cost you an extra cent! It’s the 1961 
Home Goods Data Book, and will 
contain the greatest amount of “how 
to do it” and “where to get it”’ in- 
formation ever offered retailers in 
this field. In your personal copy of 
the Data Book you'll find a world 
of ready-to-use information on Re- 
tail Operations — Marketing of all 
products you now handle or should 
consider handling; Advertising and 
Promotion of both your store and 
* Lggpaee Business and Financial 
guidance and reference ma- 

terial; Store Operations infor- 
mation covering everything 

from site selection to sales train- 
ing. Included-in your Data Book 
will be eight separate directories of 





products and manufacturers, in- 
dexed for easy use. The 1961 Home 
Goods Data Book is a business tool 
you'll use right through the year 
— and best of all, your copy is re- 
served for you right now! 
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the annual 
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Top quality appearance Your Data Book will be a solid, profes- 
sional volume, in a permanent, hard cover. Bound so that it will open 
flat to any page for easy use; top quality, fine-screen reproduction. 
Standard reference book size, 8%” by 114” — convenient to keep 
right at hand. 


Special Editorial Staff Home Goods Data Book has its own, year- 
around editorial staff, concentrating entirely on providing the most 
useful information for you in this once-a-year offering. These special- 
ist editors are backed by Merchandising Week’s entire staff (by far 
the largest editorial staff in this field), and by all the resources of 
McGraw-Hill, world’s largest business publisher. You’re getting the 
very best available in editorial attention! 


Useful-every-day information on nearly every part of Retail Op- 
erations will be found in your Data Book. Want information on the 
trend in laundry-combination sales, or power mowers, floor polishers 
or dozens of other products? You’ll find it in the Data Book. Want 
expert advice on how, when and where to advertise? You'll find it in 
the Data Book. Want ready-to-use financial information, time-saving 
charts and tables? Or information on store layout, displays, select- 


ing and training personnel? You'll find it all in your Home Goods 
Data Book! 


New all-products buying guide Never before have retailers been 
equipped with as broad a directory of products they handle, or should 
consider handling — or one as easy to use. Eight separate directories 
list thousands of manufacturers under hundreds of product cate- 
gories. You can get the information you need in sales-saving seconds! 
Here are the eight directory sections: 

e Major Appliances/Kitchens 

¢ Outdoor Power Equipment 

¢ Home Entertainment 

(radio, tv, hi-fi, stereo, tape, organs) 

Electric Housewares 

Floor Conditioning Equipment 

Non-electric Housewares /Lawn and Garden Accessories 

Master list of Brand Names 

Master list of Manufacturers 

(showing name, address, telephone) 


Beyond these easy-to-use directories, you’ll find page after page of 
manufacturers’ ads — showing their full lines, their product features, 
their promotions and dealer aids — all classified by product categories. 
Handy? You bet — and there’ll even be quick Reader Service cards 
to bring you any additional product information you need. 


All this value, without extra cost! And that means just 
what it says. Your copy of the Home Goods Data Book 
comes to you without extra charge or obligation of any 
kind. It is a valuable bonus for all Merchandising Week 


Data 






























subscribers, and your personal copy of the 1961 edition will reach you 
on July 3. Watch for it — you’ll want to start using it right away! 


Advance word to advertisers If you market a product sold through 
home goods retailers — or are considering this : 

type of retail distribution — you should 
have the complete Home Goods Data Book 
story. A copy of this announcement bro- 
chure should reach you in the mail within 
the next few days. It explains in detail the 
many unique advantages of advertising in the Data 
Book ... the unusually low cost ...the many high-productivity 
features. If you do not receive a copy this week, we’ll be delighted 
to send one at your request. Write Home Goods Data Book, Elec- 
trical Merchandising Week, 330 West 42nd Street, New York 36 — 
or ask your Merchandising Week representative. 
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YOUR personal BUSINESS 


If you missed your copy of EM Week last week don't cancel your sub- 
scription in a pique. We promised you 51 issues a year, and last week 
was the one we decided to miss. Why? The editorial staff took time off 
to work in the Post Office. 


AA A 


Here's another list of tax tips, some of them new developments, some 
just reminders of how you can best the Internal Revenue Service—le- 
gally. A run down on these questions and answers could save you some 
money when tax return time rolls around: 


When are you taxable for money your attorney collects? Usually, if 
your lawyer collects a claim for you, he deducts his fee and turns: 
the balance over to you. The question is this: Do you report that you 
received this money in the year your lawyer gets it—as your agent— 
or the year he pays it to you? A court says you are taxable for it in 
the year you actually receive it. ae 


How can you sell depreciable property to get the best tax advantage? 
When you sell depreciable business assets or real property used in 
business for more than six months, you have to total up your gains for 
tax purposes. If you find your profit sales exceeded those at a loss, 
the excess profit is treated as a capital gain. If your iosses are 
larger, profits are treated as fully taxable income, losses as fully 
deductible losses. 

So, you can see you can get a tax advantage if you separate sales 
of depreciable property so that all those which will be made at a gain 
fall in one year and all those at a loss in another year. 

Sometimes, though, it's impossible to separate sales into two 
years. In those cases, you can still get a tax advantage if you do 
this: On sales at a loss, take full purchase price currently. On prof- 
itable sales, make them installment sales so your gain will be de- 
ferred over a period. Theory behind this formula: Only a portion of 
that gain would offset the fully deductible losses suffered in the 
year of sale. 





When can you get a tax deduction for work clothes? Many servicemen, 
particularly, argue that they wear work clothes to protect their reg- 
ular clothing. To get a deduction for the cost of those work clothes, 
though, you have to show: (1) Your employer requires you to wear work 
clothes on the job, and (2) the work clothes are not adaptable to gen- 
eral wear. 


When should you take a loss from theft, embezzlement or larceny? 


When you catch the thief? Or when you discover the loss? Courts have 
held you must take the loss the year you discover it. 








Has the IRS kept up with the Space Age? Definitely. It has ruled you 
can take a deduction for damage loss on your property resulting from 
a sonic boom, caused by an airplane breaking the sound barrier. One 
warning: The burden of proving that damage resulted from an airplane 
flight rests with you. 





AA A 


It's dangerous to scoff at electrocardiograms just -because you've 
apparently never had any heart trouble. An estimated 10% to 15% of heart 


attacks among urban, middle-aged men occur without causing any signs 
of distress, according to a report: in an American Medical Assn. pub- 
lication. The estimate was based on a four-year study of 756 men be- 
tween 50 and 59. : ‘ 

Conclusion of the doctors who ran the survey: Periodic electro- 
cardiograms would detect a significant number of non-symptomatic 
heart attacks and it is wise forall adult males to make such use of 
them. 





























“Elephant damage? Oh; that was a promotional stunt using 2 elephants. 
One of them sat on a stereo console accidentally .. .” 
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A DISTRIBUTOR SALESMAN 


This Industry 
Has A Secret: 
It’s The 
Almighty Knob 


Appliance people everywhere ought to set 
up and celebrate a “National Knob Week” to 
pay tribute to one of the real wonders of this 
electronic age. 


“Glorifying the Great American Knob” might 
be an appropriate slogan under which to rally 
such a celebration. For there is nothing—not 
even women’s hats—that seems to have such an 
inexhaustible reservoir of style changes. A 
Univac machine might break down from the 
sheer exhaustion of trying to compute the math- 
ematical style possibilities of the knob. 


How do you like your knobs? Round, square, 
oval, doughnut-large, thimble-small, illumi- 
nated, phosphorescent, plastic, metal, hidden, 
recessed, on top, in front, on the side, in one 
color, multi-colored, one inside the other, with 
an insignia, transparent or removable for easy 
cleaning? You name it and it has probably 
already been used in a different form. 

General Von Clausewitz, that famous military 
strategist, once said that diplomacy was really 
the continuation of war in another form. In the 
same way, it is often said that too many of this 
year’s brand new appliances are really last 
year’s models with another knob. 

Somewhere in America there must be a tiny 
band of dedicated men who devote countless 
hours throughout the year to creating new knob 
styles. 


However, with all the fast and furious style 
changes that the knoh mob has spewn out over 
the years, it is entirely possible that they have 
reached the saturation level in basic design. 

Indeed, there are strong indications that the 
knob boys have already gone into the replace- 
ment market. They are taking old knob designs, 
giving them a slightly new twist and coming 
up with the replacement model knob. So let’s 
face it. It looks as though the knob mob is never 
going to run out of ideas for changes. 

Even when they do—and they have had a few 
temporary setbacks—their technique is disarm- 
ingly simple. They merely go from knobs to 
handles, switches, rocker buttons, or remote 
control. 

Weil, as long as we are going to be in the 
“Age of the Gilded Knob,” let’s not decry the 
designs of delightful, devilish, decorative, dar- 
ing and different knobs for our ever-changing 
appliances. The designer, after all, is not re- 
sponsible for the emphasis on knob changes 
in new products. He is merely doing an assigned 
task with a flair for style change unmatched 
by «ven the most acclaimed of high fashion 
clo‘es stylists anywhere. 


An » bet is so wrong about that? What would 
all th. ‘«mob-twisters do without the knob de- 
signers? Be a lot better off you say? Well per- 
haps. Put how could all those super-duper 
specials be built? You know. The kind that the 
distributor salesman describes in this way: 

“It’s the same as the current model Joe, only 
it has a different knob and costs $30 less. How 
many do you want?” 

And without the knob what would the dis- 
tributor salesman do to push the year-ahead 
models? (“This new knob makes last year’s oid- 
fashioned.’’) 

So for better or for worse, the distributor 
salesman will, for a long time to come, still be 
greeted by his dealers with that worn-out re- 
frain “what do you hear from the knob?” 


ABOUT THE AUTHOR—The creator of this 
column is a well-known distributor sales man- 
ager who, for obvious reasons, doesn’t want to 
be identified. His free-wheeling comments will 
appear here each month. 





ZENITH 
introduces a great new 
advance in TV performance 


and TV picture perfection 


THAT DEVELOPS- 


the finest signal reception in every signal area— 
in weak signal areas—and in the fringes! 








Less service and simpier servicing! 





Longer TV life! 


; Zenith’s exclusive handcrafted 
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Servck Saver TV chassis plus 


this new TV development give Zenith ~ 
dealers the most to sell in 61! | 
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NOW! A successor to Zenith'’s world-famous 
Bull's Eye Turret Tuner— 


Te ALGNEW ZENITH 
BU 0 Cia 








104 MIRACLE CONTACT POINTS OF 16-CARAT GOLD— 
CAN’T CORRODE OR WEAR OUT FOR THE LIFETIME OF THE SET! 
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CORROSION-PROOF CONTACT POINTS— MOISTURE-RESISTANT CHANNEL STRIPS— 


Gold-filled, not just gold-plated. They’re more troubleproof—can’t 10 times greater moisture resistance! Zenith’s exclusive ‘use of new 
lose signal like corrodible silver contacts, won’t wear out like gold Glasskyd material for channel strips minimizes tuner drift! Eliminates 
plating. And only Zenith has ’em! a major cause of loss in picture quality. 





COMPACT DESIGN FOR EASIEST SERVICE— PEAK FRINGE AREA PERFORMANCE— 


Zenith-designed and developed—built exclusively by Zenith! 100% New 6FY5 RF amplifier tube with new frame grid construction for 
accessibility ; parts and channel strips are replaceable without removing dramatically improved sensitivity gives ‘‘picture pulling power’ that’s 
drum. This means easier tuner service in less time, with less trouble. unsurpassed in the industry—delivers peak reception anywhere! 





PERMA-SET I TUNING FOR EACH CHANNEL— 100% HANDCRAFTED QUALITY 
A single control on the front of the set lets the owner make all tuning CONSTRUCTION—NO PRINTED CIRCUITS! 


adjustments—‘“‘perma-sets” the tuned circuit for each channel like a 


. . Only standard components are used—can easily be serviced or replaced, 
serviceman would. Every channel stays picture perfect! : 


if necessary, in owner’s home without complications. 













FILTER DELIVERS PUREST SIGNAL, UHF PICTURE PERFORMANCE— NO FINE TUNING CIRCUIT—NO EVERY COMPONENT ZENITH 
FINEST PICTURE EVER — Exclusive Easy-to-replace channel strips permit sim- DRIFT—Zenith has eliminated the need PREMIUM QUALITY — For extra qual- 
Zenith developed filter even screens out ple field conversion for UHF. Zenith’s new for fine tuning circuits and mechanisms ity, extra performance, extra dependability. 
police and “ham” radio signals—delivers tuner sensitivity, high signal-to-noise ratio ended the drift problems they caused. Re- Zenith’s new Gold Video Guard Tuner now 
the purest signals you can get. Filter shown and exceptional picture stability give peak sult: greater tuner stability—-TV that stays makes possible TV performance that is un- 


here with protection shield removed. UHF performance. picture perfect! surpassed in the industry! 








Triple-Lifetime-Test proves Zenith’s new picture permanence! 
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Triple-Lifetime-Test proves Zenith ends 
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a primary cause of tuner failure! 
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THE TEST: To measure the performance life of Zenith’s new gold 50,000 CYCLES—ONE LIFETIME —“Rolling the drum” com- 
contact points before wear caused signal loss, engineers designed this pletely around and back again equals one cycle, and typical industry 
test apparatus. Motor turns channel selector forward and back over standards specify a 50,000-cycle life. Here, after a standard lifetime 
the channels, making and breaking contacts. Test procedures were performance—3,200,000 channel changes—Zenith’s new points 
typical of those used by the TV industry. show barely perceptible wear, no corrosion at all! 


eee 
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100,000 CYCLES—TWO LIFETIMES—Still no corrosion, no 150,000 CYCLES—THREE LIFETIMES! AND STILL PIC- 








significant wear! Zenith’s new 16-carat gold-filled contact points TURE PERFECT!— Triple the lifetime of common tuner tests— 
are still as good as new. And incredible as it seems, the 1961 Zenith tests tougher than any owner eould create! Yet Zenith’s new con- 
handcrafted Gold Video Guard Tuner still operates like new! tact points are still corrosion-free—still performing like new! 


Zenith’s new Gold Video Guard Tuner is the greatest 
advance since Zenith revolutionized tuner design 
in 1952-and it’s only one of many new advances 
in 1961 Zenith TV! Get all the news, see all the 
line at your Zenith distributor's 1961 Dealer Show! 









gm i ZENITH RADIO COR- 
‘ PORATION, CHICAGO 


a ae on 39, ILLINOIS. IN CANADA: ZENITH RADIO 

; The quality §0eS in CORPORATION OF CANADA, LTD., TO- 
RONTO, ONTARIO. The Royalty of televi- 

before the name goes on sion, stereophonic high sia instruments, 


phonographs, radios and hearing aids. 42 
yecrs of leadership in radionics exclusively. 
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NEW 
PRODUCTS 


FEATURES THIS WEEK 


G-E and Emerson Radio 1961 air conditioner lines e 
Tappan and Brown ranges e range hoods by Trade- 
Wind, Emerson-Pryne and Progress e sewing ma- 
chines by White and Brother e G-E housewares 


eee ll 





Two New G-E Irons 


G-E travel iron, No. F-39, for steam 
or dry ironing on 110 or 220v, weighs 
1% lbs.; has a 19-in. aluminum sole- 
plate. The handle folds flat and trans- 
lucent water bulb is removable for 
packing. It holds enough water for 
17 min. steam ironing. Adapter plugs 
for most outlets overseas are in- 
cluded. The use-and-care book lists 
power supplies in 26 foreign coun- 
tries, 

No. F71W, G-E spray-steam-dry iron, 
is restyled with a white heat resist- 
ant plastic handle. A detailed listing 
of fabrics to be ironed at each of 3 
wash-and-wear settings on control 
dial is marked on the iron saddle 
plate. Both models available in Jan- 
uary. 

Prices, F-39, $14.95; F71W, $22.95. 
General Electric, Bridgeport, Conn. 













TAPPAN 


Free-Standing Ranges 


Tappan announces a new aqua blue 
anodized aluminum backguard panel 
on their 30-in. electric Holiday series 
and on their 30- and 36-in. gas series. 
The panel on the electric Holiday 
model No. 9883 is the same type used 
on the Tappan electric “Fabulous 
400” range and contains a top light, 
clock and temperature guide. The 
panel on the gas Holiday series No. 
9883 and Hi-Value series No. 19776 is 
the same as the recently introduced 
Tappan gas “Fabulous 400” range 
with a top light, clock and Visichart 
time and temperature guide. 

Other features included in both gas 
and electric models are a rotisserie, 
and Visulite oven doors. The Tappan 
Co., Mansfield, Ohio. 


HOLIDAY SERIES NO. 9883 

















G-E Buffet Skillet 


A new automatic, 12-in. buffet skillet, 
No. C-123, is styled for at-the-table 
cooking. It has 2 helper handles, 1 at 
each side, a removable temperature 
control at front of skillet and a tilt- 
top cover that features a lid tab 
which will fit into either helper han- 
dle at either of 2 angles, providing 
protection against spatter and also a 
storage place for the cover when food 
is being cooked and served at the 
table. Cooking temperatures’ are 
listed on the lid tab. 

The skillet has a 2%-qt. capacity, 
suitable for buffets or big family 
meals. It is completely immersible 
for easy cleaning. The skillet body 
is fashioned of cast aluminum with a 
polished exterior. The cover is of 
high density sheet aluminum, and 
temperature control, cover knob, and 






















skillet feet are of black plastic. The 
removable temperature control pro- 
vides controlled heat cooking at tem- 
peratures from 150 to 400 degs. F. 
Available at retail in March. 

Price, $28.90 including cover and con- 
trol. General Electric Co., House- 
wares and Commercial Equipment 
Div., Bridgeport, Conn. 








EMERSON RADIO 1961 Air Conditioners 


Emerson Radio announces its 1961 
line of Quiet Kool air conditioners 
featuring the Quiet Kool Convertible 
casement window unit, No. 9A9C, and 
its full line of Quiet Kool ‘“Kool- 
Mount” units incorporating automatic 
instant installation. Fits any window, 
casement or double-hung. 

No. 7A9C is a 1-hp unit with 7000 Btu 
cooling capacity; it is equipped with 
staggered coils, “squirrel-cage” pres- 
KOOL MOUNT SERIES A 


say 





sure-type blower fans, 2-speed fan 
motor; single selector switch to con- 
trol all functions; automatic thermo- 
stat; permanent filter and heavy zinc- 
coated steel cabinet finished in cor- 
rosion-resistant baked enamel in 2- 
tone beige-brown. With its automatic- 
mount feature, it can be installed in 
minutes without use of any tools. 

The “Kool-Mount” series is equipped 


with anodized aluminum side panels, 


for instant installation; it incorpo- 
rates specially shock-mounted com- 
pressor for maximum quiet and 
smooth operation; twin “squirrel- 
cage” pressure-type blower wheels; 
staggered tube coil systems for effi- 
cient cooling; Robot Control Center; 
automatic thermostat and _ slide-out 
permanent cleanable room air filter 
that can be removed without disas- 








QUIET KOOL CONVERTIBLE 


sembling the front; corrosion-resist- 
ant metal parts; baked enamel finish 
with high impact polystyrene front 
panel framed in steel. All models also 
available for through-the-wall instal- 
lation. Emerson Radio & Phono Corp., 
Jersey City 2, N. J. 


TRADE-WIND Hood 


Trade-Wind ventilating hood with 
built-in ventilator has pushbuttons 
which control lights and 2 ventilator 
speeds mounted on face for conven- 
ient operation. Hood has 2 enclosed 
lights. A new Radial-Flo fan permits 
horizontal and vertical discharge. Sat- 
intone and coppertone finishes; 30, 36, 
42 and 46 in. Price, $55. Trade-Wind 
Div., Robbins & Myers Inc., 7755 Par- 
amount Pi., Pico Rivera, Calif. 































G-E 1961 


Air Conditioners 

Higher capacities, easier-action con- 
trols, quieter operation and new styl- 
ing highlight the 1961 line of 18 basic 
models. Features include new “cool 
coil” heat transfer surfaces; newly 
designed control panels with a com- 
bination of pushbutton and rotary 
controls in 2 models, infinite fan 
speed adjustment for unlimited 
choice of air velocities, and low 
noise levels. Permanent reusable 
ScottFoam filters are treated to stop 
bacterial growth. Both high and low 
case window units are restyled with 
blue and white grilles and glacier 
grey cases. A projecting, large air 
discharge area features full direc- 
tional air directors in gold. 

5 Thinlines for 115v have capacities 
to 9,500 Btus; RE42 is a 7% amp. 
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“plug-in” unit with 7,000 Btus; R162 
with infinite fan speed control has 
8,800 Btus. Both are available with 
G-E all-aluminum Easy-Mount for 
do-it-yourself transfer from carton 
to window, as RE142 and RE162. 

6 230v units have capacities to 18,000 
Btus. A choice of low-noise fan 


MODEL. R 162 THINLINE 














speeds, multi-position temperature 
settings, pushbutton switches are in- 
cluded. The 18,000 unit also includes 
infinite fan speed control. 

3 heat-pump models include an 
8,600 Btu model with full-time heat- 
pump operation for 115v; 2 230v mod- 
els, 11,000 and 13,000 Btus. The 230v 
models combine supplementary re- 
sistance heating with a twin fan 
motor system that provides “no 
freeze” operation in cold weather. 
Of 4 built-in models, 2 (115v 6,500 Btu 
and a 230v at 10,000) have the G-E 
rectangular panel baffle front to 
paint, paper or panel to harmonize 
with furnishings; 2 additional models 
have low Thinline fronts. All built- 
ins come with aluminum or steel 
cases and a choice of low-cost 
stamped exterior grille or an archi- 
tectural louvered grille. General 
Electric Co., Louisville, Ky. 
















WHITE Sewing Machine 


White has added a “Classic” No. 1514 
straight stitch model with a built-in 
sewing lamp; easy access to bobbin 
winding through a hinged coverplate, 
which is etched with seam guide 
lines; a hinger race cover drops down 
for greater shuttle cleaning; an auto- 
matic darner; hinger pressure foot 
for sewing over pins; smaller size 
hand wheel. 

Price, $139. White Sewing Machine 
Corp., 11770 Berea Rd., Cleveland 11. 
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NORELCO Tape Recorder 


Norelco Continental “300” No. EL- 
3542, 4-track stereo playback and 
monophonic record/playback tape re- 
corder, is self-contained and includes 
a tape drive mechanism, recording/ 
playback preamplifier, power ampli- 
fier, Norelco wide range speaker, and 


a Norelco dynamic microphone. 

The unit plays back standard 4- 
track stereo tapes through an ex- 
ternal preamplifier/amplifier. The 
signal is taken direct from the play- 
back head. 

It will aiso record and playback 4- 
track monophonic tapes through the 
unit itself or through an external 
hi-fi system; also included in the ma- 
chine is an output jack for monitor- 
ing with headphones. 

It is provided with input jacks for 
recording from microphone, tuner or 
phono, with facilities for mixing (re- 
cording 2 signals simultaneously or 
in sequence) microphone with tuner 
or phono. May also be used as a 
self-contained phono/public address 
amplifier and. system. 

Price, $269.50. North American Phil- 
ips Co., Inc., Hi Fi Products Div., 230 
Duffy Ave., Hicksville, Long Island. 
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DOMINION Fan Line 
Nine new models in Dominion’s 1961 
fan line includes No. 2059, a deluxe 
20-in. window ventilator, electrically 
reversible, with 2-speed switch, that 
adjusts to any window from 26 to 
34 in. wide. 
No. 2067, 


economy 20-in. portable 





window fan, features 2-speed cool- 
ing. 
No. 2069, deluxe 20-in. fan on roll- 
about stand, rotates 360 degs. or 
raises on stand from 32 to 48 in. 
above the floor. 
No. 2075 rounds out window fan line. 
It is a deluxe 20-in. portable, elec- 
trically reversible with pushbuttons 
for high and low cooling. 
Floor, wall and table models include 
a single-speed 10-in. fan and a 2- 
speed 12-in. model with special safe- 
ty clutch which prevents motor burn- 
out if oscillating motion is blocked. 
Special tilt adjustment converts 
each fan to a wall model. 
All-purpose fans complete line and 
include a 16-in. custom, a deluxe and 
an economy model all of which can 
be used on the floor or on tables. 
Prices, from $14.95 to $37.95. Domin- 
ion Electric Corp., Mansfield, O. 








CHANNEL MASTER 


Antennas 


Channel Master announces 2 new 
Traveling Wave antennas for all- 
channel, far-fringe area _ reception, 
Super 10 T-W and Super 8 T-W. 

Super 10 T-W is a 10-element an- 
tenna that combines 6 T-W hairpin 
driven dipoles with 4 parasitic low 
band and co-linear high band ele- 
ments for high gain and front-to-back 
ratios. A new low band director and 
reflector system provides up to 78% 
more gain than the 7-element T-W; a 
new high band co-linear element adds 
20% more gain. 

Super 8 T-W features 4 driven and 
4 parasitic elements. The Traveling 
Wave principle employed in the de- 
sign of both antennas provides ideal 
relationships and optimum impe- 
dance on all channels, equal flow of 


current in all dipoles on all channels 
and fullest use of transmitted energy. 
Boom bracing employs truss princi- 
pal. . 

Prices, Super 10 T-W, $59.95; Super 
8, $44. Channel Master Corp., Ellen- 
ville, N. Y. 











BROTHER Adds a Sewing 


A new streamlined 2-tone, automatic 
straight stitch sewing machine has 
been added to the diversified Brother 
line, becoming the 19th model in the 
company’s line-up of straight and au- 
tomatic sewing machines. 

The new sewing head, No. 080, fea- 
tures a windowmatic dial and new 
type pushbutton reverse. 

The drop feed has been designed 
into the arm bed at easy eye level, 
and the user turns the dial to select 
the degree of feed desired, guided by 
an indicator. 

An automatic built-in darner and 
numbered tension dial are also in- 
cluded. The 2-tone body is finished in 
turquoise trimmed with Alpine white 
and chrome, and the square styled 
head and built-in light directly over 
the sewing area are other features. 


Machine 


Brother International Corp., 36-50 


38th St., Long Island City 1, N. Y. 

Stocks are available in any of the 
branches 6 warehouses located in U.S. 
and Canada. 
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EMERSON-PRYNE 

Range Hoods 

Eight all-new kitchen hoods desig- 
nated the “Fashionline,” are a de- 
parture from standard hood design, 
Every type hood in a wide variety 
of finishes is represented. There are 
2 new self-contained units (deluxe 
and standard); 2 new vertical dis- 
charge hoods (deluxe and standard); 
a new Pure-Aire ‘“duct-free” unit; an 
island hood; retractable oven hood; 


new blank hood for use with various 
fans or blowers. Finishes include 
anodized copper aluminum, anodized 
clear satin aluminum, coppertone, 
stainless steel and decorator colors. 

Features include standardized 
mountings and filters complete in 1 
unit; modified venturi and mixed-flo 
power pack that overcomes static 
pressure; enclosed lights and 2-speed 
fan controls on deluxe models. 

Retained in the line are the Pryne 
retractable range hood that closes 
flush with cabinet when not in use; 
the Pryne self-contained tilting hood; 
and the standard oven hood. 

All are available in 30-, 36- and 

42-in. lengths. Oven hoods, 24, 27 and 
32 in. 
Prices, from $37.50 to $102. Emerson- 
Pryne Co., Emerson Electric Builder 
Products Group, 8100 Florissant, St. 
Louis 36. 





PROGRESS Ductless Range Hood 


Airsweep draws smoky, grease-laden 
air into the hood by blower action; 
as individual microscopic particles 
pass through the electronic ionizing 
chamber, they pick up an electrical 
charge and adhere to the collector 
plate which contains oppositely 
charged filter plates. Even pollen dust 
and odor particles of all sizes are 
removed in the process. The clean air 
is recirculated by means of a grille 





in the body of the hood which is 
designed to deflect the air toward the 
ceiling away from the range. 

The electro-static generator with 
its own internal high voltage supply 
produces high negative potential 
which creates negative ions. 

Airsweep can be installed by any- 

one; carpentry or additional wiring 
or masonry work are not required; 
4 screws attach the unit to the wall 
or under the cupboard in a matter of 
minutes. Available in 4 rust-resistant, 
easy-to-care-for finishes: solid cop- 
per, coppertone, solid stainless steel 
and platinum. Available in 30-, 36- 
and 42-in. sizes. 
Prices, from $115 to $150 depending 
on size and type finish. Progress Mfg. 
Co., Inc., Castor & Tulip, Philadel- 
phia 34. 





BROWN Electric Built-In Ranges 


Brown Stove Works announces 3 
Featuramic electric built-in ranges, 
featuring the mounting plate. As oven 
unit slides into place it automatically 
levels up and is securely locked into 
position. 

The  charcoal-and-chrome panel 
contains clock, 4-hr. timer, light that 
signals when desired temperature is 
reached, and a 1-knob oven and 
broiler control that permits setting 
for the right degree of doneness. It 
also eliminates shifting rack position 
during broiling. Element in this 16- 
in. Therma-Dome oven is hinged for 
easy cleaning. Molded into oven sides 
are guides for 2 tilt-proof Safety- 
Lock racks. Fiberglas insulation plus 
Silicon on oven door and _ front. 
Standard model has storage space 


beneath for utensils. Deluxe model 
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has convenient second broiler or oven 
below that is completely removable 
for cleaning. Optional are a rotis- 
serie, Windoor, oven light and clock 











control. 

Surface cooking unit is a space miser. 
Shallow depth porcelain burner box 
permits utility drawer beneath. 
Raised rim of spill-free top keeps 
spills and boil-overs from down front 
of cabinet. Comes with 4 infinite con- 
trol elements; 3 infinite and 1 Therm- 
al Eye elements; or 2 infinite and 2 
Thermal Eye elements. 

Built-in ovens and surface cooking 
top unit are available in a choice of 
yellow, pink, turquoise, green, brown- 
tone, classic white or brushed chrome. 
Both units are finished in stain-re- 
pelling, chip-resisting titanium por- 
celain. 

In addition to the new Featuramic 
built-in electric ranges, Brown will 
introduce a free-standing electric 
range having the appearance of a 
built-in, with same features. Brown 
Stove Wks., Inc., Cleveland, Tenn. 





HAMMOND Organs 


Hammond is showing first of a series 
of electric organs in genuine ma- 


hogany cabinetry. Hammond Organ 
Co., 4200 W. Diversey, Chicago. 
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“It LOVE A PARADE” 


writes R. J. Runge, Director of Merchandising, 
Eureka Williams Company 





Eureka marched practically all of its national advertising money into Sunday Magazines... 


and Parade readers marched into stores to look at and buy Evreka Vacuum Cleaners, to make 


1960 a real “Golden Anniversary” year. No wonder Eurek« is pleased. Their consistent 


Parade advertising reached ten million spending families in 65 key cities. This consistent 





‘* - r ‘. The Sunday Magazine section of strong 
Parade advertising gave Eureka dealers solid support that paid off in big sales. If you want 


newspapers throughout the nation 
to clean up, tie in your own advertising in the same newspapers that distribute Parade. 


reaching 10 million homes every week. 
DECEMBER 26, 1960 





TODAY'S BIG / 
HEADLINER/ == 


Arnorieak Finest GMO Kinge’ 


WILL “STEAL THE SHOW” " CHICAGO WITH THB § 






































Dramatic new development in GAS cooking! 





* Complete comfort-zone cooking 


® Combines all the best features of 


built-in and free-standing ranges 
° Easy and inexpensive to install 
® Gives you a big-profit payoff 


on the industry's hottest GEO. D. ROPER SALES CORP. 
A Subsidiary of Geo. D. Roper Corporation 
yo ° pe p 
new trend! KANKAKEE, ILLINOIS 


SEE IT AT 1147 MERCHANDISE MART : Cie Seproom 


1147 MERCHANDISE MART 
PLUS: ) me yey ad 
ROPER Prices start O.K.! Let's talk about the ROPER PROFIT-ability PLAN at the winter market. 
+ | 
at qd low, low | plan to be there on 
MARKET 


SPECIALS — 
for volume buyers $383 PS) Ste 


wo I'm not attending the Market, but would like the whole story on the ROPER 
PROFiT-ability PLAN. 
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HOW’S BUSINESS? Here’s the answer for 26 key markets which 


cover 15% of the U.S. buying public. Based on flash reports of dealer 


sales in the areas served by these utilities, the chart provides you with 
an authentic, timely index of retail sales. Its an ELECTRICAL MER- 
CHANDISING WEEK exclusive. 





Oct. 1960 vs. Oct. 1959 60 
10 Mos. 1960 vs. 10 Mos. 1959 00 


IN THE EAST 





IN THE MIDWEST 





IN THE SOUTH 





IN THE SOUTHWEST 





Electric Room Air 

Refrig- Electric Water Clothes Dish- Condi- 
erators Freezers Ranges Heaters Washers Dryers Washers __tioners TV 
United Illuminating Co. —- § +34 -13 +30 -15 -— 6 se ~ @- #9 
a eS ae a ee oe +28 — 13 + 2 
N. Y. State Elec. & Gas Corp. -~1§ £232 -2 -—% -2 ~—1§ =|) ae e 
—~3 48-4 16 +8 +2 ¢ — 38 * 
Jersey Central Power & Light +3 +59 ~18 —-2+5 +4 +51 — 11 +10 
ce aa 8 —9 +8 412 488 — 498 415 
New Jersey Power & Light Co. +24 -16 —13 +7 -—-8 +26 —14 — 47 —10 
+645 +11 Rig Sp — 3 ait eects” | - aorta 
Philadelphia Elec. Assoc. —20 +1 +2 +8 — 5 +30 i = 7s 17 
-s 2-29 —9 —5 +9 +397 —13 41 
Pennsylvania Elect. Co. —-4+3 +9 a “te = 7 +32 — 66 0 
Sa a ee oy ee: Maa ly +15 — 28 — 4 
West Penn Power Co. —s aaa 7 =— 2 = 2 mee +14 + 58 + 6 
~§ 45 —.1 —-1 —-5 +8 +9 —30 43 
Dayton Power & Light Co. =~ fF eit ~ < —30 0 -14 +5 + 6-9 
— eo = =o. ie “Se tO “Sey = he 
Central Illinois Public Service —-7 +4 8 “ae « §* = _—_ ee) me 2 
— oS SD aS Se. ee ee ee a 
Kansas Gas & Electric Co. —~as ~is “Ze +17 -—23 -—38 —32 +15 — 7 
ao. Ae ee Sees —“f =P Say ee ee 
Kansas Power & Light Co. —-14 +42 + 3 S 2 oN oo ae Be | 
+2+41-—5 —-~9 +7 —9 * —1§ —4 
Nebraska-Ilowa Elec. Council +30 +35 -— 7 —21 +32 +36 — a | ee eee 
—5 —5 +4 —33 —-2 +7 ~33 — 22 0 
Chattanooga Elec. Power Bd. 2 ae ae a ie ee +16 -— 60 —12 
seat Me! Meee =e =30 2 ae Ae. 4s 
Nashville Elec. Service —-13 +3 - 6 = 6 * + 71 4 . . 
+44+4+5 — 3 + 2 *. de 2 * * * 
Florida Power & Light Co. ~~ = | omg —i§ ~—2§ + 1 ~~) = EF eae 
—-9 +9 —9 —-18 -13 —2 419 — 8 —3 
Florida Power Corp. -3 wa) - -% ~-& ~-§ +—-23 ~- 15 -— 4 
—~4 410 —16 —~e =-2 —32 +8 — 8 0 
Tampa Electric Co. 30 > ae ~ ee: ee o- 3 +4 
—*4 —17 —17 +5 —1 —11 +4+1—5 
Dallas Power & Light Co. —-35 +40 -—39 * +1 +13 —e = 7 =e 
—13 +14 +12 * 412 133 -—20 — 48 —12 
Gulf States Utilities Co. = . i +30 —s % . . 


El Paso Electric Co. 
Southwestern Electric Power 
New Orleans Public Service 


IN THE WEST 


* 





NATIONAL 








0 = No Change 
* = Not Available 
t 


= Figures are September unit sales averages 


Idaho Power Co. —~—i ~—- -— .§ +41 —-12 —-11 3 4 ° 
i. See Oe =e e ¥ " 
Pacific Gas & Electric Co. +3 -—-11 +16 —-—7 —-2 7 — 5 +123 +20 
+7 +1 +10 +4-—-1-—-—4 +4 ++ iF +6 
Pacific Power & Light Co. —-19 -—11 ~—18 —14 -—-19 —20 +7 -—- 2% -10 
—Ts ase <8 =< Sea sea 24 — 2 1) 
Washington Water Power Co.+ =~ = — te + 57 -—-38 -—44 +96 +483 -— 4 
ae a ee Se el 2 Se ae =e BS SET 

Oct. 1960 vs. Oct. 1959 ee Sa =i ~—@ —- © — 2 -— ee = 
10 Mos. 1960 vs. 10 Mos. 1959 =o) ae ee SS aoe Ose Ss i ae a | 





An improved appliance sales pic- 
ture did not develop in October. 
According to the reports of the 
above listed 26 utilities throughout 
the country, appliance sales con- 
tinued to pull up short of last year’s 
totals. All nine of the appliances 
charted above finished the month 
on the negative side. And after 10 
months, the cumulative wasn’t much 
better; only freezers and dishwash- 
ers showed gains over 1959. 

To some of the dealers, the down- 
ward sales trend is a mystery. They 
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cite the fact that disposable income 
is up, consumer savings are 29% 
ahead of last year, consumer debt 
to appliance-TV dealers 
and more people are working in 
1960 than in 1959. Yet despite these 
encouraging signs, appliance sales 
are off, and have been all year. It 
appears they continued to be off 


into November. 


Although the 26 utilities didn’t 
collectively, 
areas did come up with encourag- 
United Illuminating 


fare too well 


ing news. 


is 


How Were October’s Sales? 


down 


some 


in 


Connecticut reports total appliance 
sales just about even with last year 
and pointed to the current water 
heater promotion as having been 
highly successful. Freezers and 
dishwashers, too, showed increases. 
UI’s electric dryer promotion has 
been extended an extra month. 
More than 2.5 million customers at 
the state fair in Dallas were drawn 
into Dallas Power & Light’s electric 
show. It was felt the show would 
provide dealers with some year-end 
sales. Florida Power & Light quickly 
reached 35% of quota in a range and 
heater campaign. And PG&E was up 
in all but two appliances. 





There are 


pluc profits 


in Paragon 
appliance 
timers 



















PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. « Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 





















for the: 
most widely 
advertised 

appliances 
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oa | il 
PEOPLE 


in the 


NEWS 
“a; 


“Miciihenny 
of Dynamics 


Webcor, Inc.—James E. Archam- 
bault was named president of the 
company. He formerly was presi- 
dent of Dormeyer Corp. which re- 
cently merged with Webcor. 


Dynamics Corp. of America—James 
P. MclIlhenny was made vice presi- 








28 





frigerators. Previously, he was sales 
manager in various Philco branches. 


Northern Electric Co.—Maurice F. 
Moriarty was named to the new po- 
sition of sales manager for heating 
pads and baby appliances. He had 
been sales manager with Handy 
Hannah Products Corp. 


Dura Corp.—William H. Nolan was 


Archambault Schnipper made vice president of marketing. 
of Webcor of Norge He had been director of sales since 
1959. 
dent in charge of development, sales Capitol Records, Inc.—Lloyd W. 
and marketing of new consumer Dunn was appointed vice president 
products. Formerly he was vice for marketing. He was formerly 
president of DCA’s Waring Prod- vice president for artists and reper- 
ucts. toire. Alan W. Livingston, return- 
ing to Capitol after 4% years, will 
Norge—Arthur Schnipper Jr. was assume the duties previously han- 
appointed sales manager for re- dled by Dunn. 








It’s no secret that The Merchandise Mart in Chicago is the world’s 
only completely coordinated market center. More lines, more indus- 
tries, more merchandise to see. In fact, more of everything. 

FURNITURE @ FLOOR COVERINGS @ CURTAINS & DRAPERIES @ APPLIANCES 
RADIO & TELEVISION ® HOUSEWARES @ CHINA, GLASS & GIFTWARES 
DECORATIVE ACCESSORIES @ LAMPS & LIGHTING FIXTURES @ WALLPAPER 
LINENS, BEDDING & DOMESTICS @ FABRICS @ Toys, GAMES & WHEEL GOODS 


Attend the International Home Furnishings Market, January 6-14. 


THE MERCHANDISE MART 


CHICAGO 














the 
NEW Hotpoint 


COMPACT REFRIGERATOR 





STORES 
Tt: 


IN JUST 28°! 


at the January Market 


SPACE 1120 
Merchandise Mart 
Chicago 


Hotpoint 


A Division of General Electric Company 





Chicago 44. Illinois 


for extra 
special 
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MAJOR APPLIANCES 


Admiral Corp. ..........-..:.---.. 


Hoover Co. ...... 


Hotpoint, A Div. of 


General Electric Co. 


Kelvinator Div. of 


American Motors Corp. 


Roper Sales Corp., George D. 


Speed Queen, A Div. of 
McGraw-Edison Co. . 








Whirlpool Corp. 
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INDEX TO ADVERTISERS 


Pe 


...28 


3| 


29 


HOUSEWARES 


Paragon Electric Co, ..0002.2.22.......27 


HOME ELECTRONICS 


Zenith Sales Corp. ..... ..19-22 
OTHER 

Graybar Electric Co. . 27, 28, 29 
Home Goods Data Book 16, 17 
Merchandise Mart 28 


Parade Publications, Inc., 


A Div. of Whitney Enterprises ....25 


This index is published as a service. Every care 
is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK no responsi- 





bility for errors or omissions. 























Inventory 














When this 
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rinnirs low? 


happens... 


CALL 987 


GraybaR 
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CASWELL SPEARE PUBLISHER 


DALE R. BAUER ADVERTISING SALES 


MANAGER 


BE SERVICE-SURE 


use only this FSP washer pump... 


or its individual parts 

) p & 
Bearings of Sin- 
tered Bronze im- 
pregnated with 
proper oil for long- 
life lubrication. 















Casing of special zinc alloy to 
resist modern detergents and 
bleaches. Casting machined to 
close tolerances. 


Flipper seal of Buna-a-rubber 


that resists detergents, does not 
swell .. . provides positive seal aa 
without binding. 


Flipper (on stainless 
steel shaft) of spe- 
cial rubber com- 
pound to resist 
deterioration. 
Mechanical and 
chemical bond 
between shaft 
and blades re- 
sists 9-ft. Ib. 
torque. 


Impeller seal of non- 
porous plasticized car- 
bon; prevents leaks. 


Water seal tube of 
rubber especially com- 
pounded to resist, 
deterioration and dis- 

tortion. 


















Insert of special 
Delrin compound. 
Completely inert; 
resists detergents, 
heat, water; main- 
tains shape; no cor- 
rosion or abrasion. 





f 
; 













Impeller (on stainless steel shaft) of 
same zinc alloy as casing . . . to 
resist galvanic action. 









































PHILIP G. WEATHERBY 
GENERAL MANAGER, 
HOME GOODS DATA BOOK 
ROBERT J. TUCKER DIRECTOR OF 
CREATIVE MARKETING 
HENRY J. CAREY DIRECTOR OF 
MARKET RESEARCH 


PETER HUGHES PRODUCTION MANAGER 
MARIE RESTAINO 


PRODUCTION 
ASSISTANT 


DISTRICT MANAGERS 
NEW YORK WARREN S. ACKERMAN 
RUDY BAUSER 


Assistant, BRUCE TEPASKE 
500 Fifth Avenue, N.Y. 36, N.Y. OX. 5-5959 


ATLANTA RAYMOND K. BURNET 
1375 Peachtree St., N.E., Atlanta 9, Ga. 
(Atlanta) 875-0523 


ROBERT J. SCANNELL 
EDWARD J. BRENNAN 
520 N. Michigan Avenue, Chicago 11, Ill. 

MO. 4-5800 


CHICAGO 


DALLAS JOHN GRANT 
90! Vaughn Bldg., Dallas |, Tex. RI. 7-5117 
HOUSTON GENE HOLLAND 


W-724 Prudential Bldg., Houston 25, Tex. 
JA. 6-1281 


LOS ANGELES RUSSELL H. ANTLES 
1125 West Sixth, Los Angeles !7, Cal. 

HU. 2-5450 
SAN FRANCISCO THOMAS H. CARMODY 
68 Post Street, San Francisco 4, Cal. 

DO. 2-4600 
SCOTT HUBBARD 
Portland 4, Ore 

CA, 3-5118 


PORTLAND 


Pacific Bldg., Yamhill St. 















Recirculating Impeller of dur- 
able, non-corrosive compound; 
resists abrasive materials. 






Avoid costly service call-hacks with FSP 
replacement parts... exactly like the originals ! 


Customer satisfaction governs the success of any 
appliance service. The word “good” or “bad’’ gets 
around rapidly. That’s why it is so important to 
maintain the original high quality of RCA WHIRLPOOL 
appliances with FsP parts . . . made td original factory 
specifications .. . fit right . . . function properly . .. 
last longer. So don’t gamble. Be service-sure; protect 
your reputation and profits with FSP parts! 


FSP) 


Service Division, WHIRLPOOL CORPORATION, St. Joseph, Michigan 


Use of trademarks &@§ ond RCA authorized by trademark owner Radio Corporation of America 







Factory Specification Parts for 


A) Whinkpoolk 
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meet the toughest specifications in the industry 










A Quick Check of BUSINESS TRENDS TAKING STOCK A quick look at the way in which 


LATEST | Preceding | YEAR HOW THEY the stocks of 54 key firms within the industry behaved 
MONTH MONTH AGO COMPARE during the past week. This unique summary is another 
FACTORY SALES 107 108 125 14.4% down* exclusive service for readers of EM WEEK. - 


appliance-radio-TY index (1957 — 100) (Sept. 1960 vs. 
Sept. 1959) | | : 
RETAIL SALES 18.5 18.0 18.3 1.1% up “16 Months Weekly 
APPLIANCE-RADIO-TV 313 317 359 12.8% down Averages of the 54 Stocks 
STORE SALES (Sept. 1960 vs. Listed Below 
($ millions) | = Sept. 1959) | 


CONSUMER DEBT + + 278 277 288 3.4% down 
owed to appliance-radio-TV dealers = 1960 vs. 
($ millions) ept. 1959) 


FAILURES 28 19 32 12.5% down 
of appliance-radio-TY dealers _ = 
cl. 
HOUSING STARTS 10.8% down 
(thousands) (Oct. 1960 vs. 
Oct. 1959) 
AUTO OUTPUT 152.0% up 
(thousands) 


PERSONAL CONSUMPTION ‘ 1.5% down 
EXPENDITURES (2nd qtr. 1960 
for furniture-household equipment vs. 2nd qtr. 1959) 


($_ billions) 24 OR MAY JUNEIULY AUG SEPTSEPTSEPTSEPT OCT OCT OCT OCT OCT NOW NOV NOV NOV DEC DEC DEC DEC JAN JAN 
DISPOSABLE INCOME 5.6% up 114 4 4 5 12 19 2 3 0 17 2 3 7 16 Mt 28 6 12 19 6 2 8 
annual rate ($ billions) (3rd qtr. 1960 
vs. 3rd qtr. 1959) STOCKS AND DIVIDENDS | | CLOSE | CLOSE NET 
CONSUMER SAVINGS 29.0 5.2 225 28.8% up IN DOLLARS | HIGH DEC. 5 | DEC. 19 +CHANGE* 
annual rate ($ billions) (3rd qtr. 1960 NEW YORK EXCHANGE | 

vs. 3rd gtr. 1959) Admiral | 23% i0"/4 11%, 
EMPLOYMENT 67,490 67,767 66,831 1.0% up American Motors | 291/2 19'/g 17%, 


Arvin Ind. | 2742 21", 22% 
(thousands) a po Figg Sorg Warner 2 48!/, 32!/5 34%, 


Carrier 1.60 | 41% 30!/, 35 


y ! 
_*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally adjusted) . CBS 1.408 45'/4 34%, } 35/4 
**Figures are for week ending Dec. 3, 1960, and preceding week (revised). Chrysler | | 39% 40, 


+ Figures are for quarters. Decca Records !.20 36!/, 39 
+ + Federal Reserve Bulletin figures (revised). Emerson Electric | 483, 52 


Emerson Radio .50F | 10% | 12'/, 


Fedders | | | 185, 
A Quick Check of INDUSTRY TRENDS | Servs .'7* = 
An up-to-the-minute tabulation of estimated industry ship- Generel Motors 2 | | 40% 


General Tel & El .76* | 25) 
ments of 15 key products. New figures in bold-face type. Hofman Elec. 45P | isi, 
7 


Hu Corp. .37T 
1960 1959 % se a Ala 397, 


(Units) (Units) Change Maytag 2AXD | 38! 
McGraw-Edison 1.40 31'/ 
DISHWASHERS : 41,600 50,600 —17.79 Minn. M&M .60 69!/ 
462,100 | 424,500} + 8.86 | Montgomery Ward 2 | 26% 


DRYERS, Clothes, Eiectric : 94.399 | 110,834] —14.83 | Monores 206 | = iT ae 


632,779 719,877 —12.10 Motorola | | 7% 
G8 nnn , 57,522 68,835 —16.43 Murray Corp. | | 27\/4 
344,946 370,218 — 6:83 Philco 46 oo 


FOOD WASTE DISPOSERS ¥ 60,200 83,200 | —27.64 RCA 18 | 2 
uel we a | | 1A 
12 


FREEZERS . 68,500 89,600 —23.55 Ronson .60 
944,200 | 1,077,300 | —12.35 Roper GD A 
PHONOGRAPH SHIPMENTS 531,288 | 480,184] +1064 | Schick | gee 
3,048,546 | 2,521,788] +2089 | sete aor 160A 297%, 
PHONOGRAPH RETAIL SALES. . 380,499 | 390,543] — 257 | Sunbeam 140A 49% 
2,822,223 | 2,426,598 | +1630 | Welbilt 106 | 
RADIO PRODUCTION (excludes outo)....| Week Dec. 9 | 217,982 | 228.997 | +18.77 | Westinghouse 1.20 | oyu 
il ca 49 Weeks 10,233,444 | 9,551,912] + 7.14 | yyhiipoo 1.40 100% 
3 ept. 1,102,092 | 928,457] + +-18.70 
9 Mos. (214 | 625m) 43. | Sn ees 
TELEVISION PRODUCTION... ww | Week Dec. 9 | 110,386] 148,019] 2542 | Century Elec. Vf 
49 Weeks | 5,508,967 | 6,027,018 | — 8.60 | Herold Rad. 
TELEVISION RETAIL SALES. Sept. 620810 | 604773] -— 935 | fentesey 
9 Mos. | 4,100,541 | 3,811,754] + 7.58 | Lynch Corp. (Symphonic) : 
REFRIGERATORS. Oct. 244,200 | 329,600} + —25.91 | Notional Presto 13% 
10 Mos. | 2,899,700 | 3,236,500} —10.41 | Nat. Un. Elec. (Eureka) ¥, I%, 
RANGES, Electric, Standard 75,600 | 74,200] ++ 1.89 | Proctor-Silex , | 
be 714,300 | 781,500] — 8.60 | Republic Trans. 
is ( séra0) sae i MIDWEST EXCHANGE 


RANGES, Gos, Stondord. 139,000 | 159,800] 13.02 | TrePP Menge” 7 | oe 
10 


1,261,400 | 1,404,500 —10.19 Webcor 9 

30,800 34,700 —11.24 *Reflects gain or loss based on entries from the last published issue of two weeks ago. 

290,900 290,100 + 28 —Also a or nnual rate plus s ividen clared or i 
VACUUM CLEANERS 290,059 | 330,899 | —12.34 | dend."E-“Pata Tas? year. Payable in stock ‘during 1989, estimated cash value on ex-aividend or exit 
2,778,045 2,836,882 —_ 2.07 aa saaiidend i dedadiedton: dele, Suing M&M, Metorola, Gen Tol & EF Siitaend oak sits 


WASHERS, Automatic & Semi-Auto 3 247,338 282,415 tPe during first six months 1960. 

Wringer & Spinner....... sy wiry ‘2 ANALYSIS: A year-end rally is market is reverting to form since a 

614.737 180.857 91.97 in the making. The EM Week chart quick check of past stock activity 

WASHER-DRYER COMBINATIONS. 13,062 94.798 ~ 4733 shows a gain of 1% pts. over the shows the holiday period invariably 

131,957 165.352 20.20 two-week period since Dec. 5..Many on the plus side. This year-end con- 

WATER HEATERS, Electric (Storage) *49 200 65.100 244) | issues made their greatest gains in dition is mostly technical, experts 

: "567.000 708.000 1992 | sop mag ge canbe ae 8 say, anor mee prongs: Se 

: : : | pts., Minn. jumpe 5g, Car- news has not been bullish. Volume 

WATER HEATERS, Gos (Storage) : 162,900 199,100 —18.18 rier up 4%4, Motorola plus 6. Only trading was down from the previ- 

2,470,600 | 2,760,700 —10.51 two new lows were reported while ous week but up over same period 
*Preliminary Sources: NEMA, AHLMA, VCMA, EIA, GAMA. Decca hit its 1960 high of 39%4. The in 1959. 
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Telectro Ind. | 13% 13% 





























NOW .......for 1961 


PEED) QUEEN 


broadens the “Combo” market with this New, 255s 


Compatt- Combo 


WASHER - DRYER 


When you see how ingeniously this new Speed Queen “Combo” is engineered . . . how 
simple it is to operate . . . how striking its beauty . . . and what a large load capacity 
has been built into a 255” cabinet . . . you will quickly conclude that this machine offers 
you the biggest profit potential in the new and growing combination washer-dryer market! 



























































For full information write 


: See i i WL - Space NSO. oa 


MERCHANDISE MART — CHICAGO Ripon, Wisconsin 
sls 5 ; ; : ; eh See 
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“Put yourself in the 
driver’s seat with Kelvinator 


This isn’t just a slogan! At Kelvinator Open House showings January 5-15, 


dealers will hear how they can win awards of lasting value... awards that 





can mean a considerable increase in their net profit in 1961! 








But that’s not all. Kelvinator dealers will also see and hear the .. , anew development in food freezers that provides greater 
dramatic results of the first full year of the Kelvinator Constant customer convenience than ever before possible with 
Basic Improvement program in action. They will learn about this product 
. a new series of basic improvements in refrigerator and 
. a new Quality Control Center, now fully in operation, compressor design that further enhances Kelvinator’s 
that exercises what is probably the most rigid quality present important advantage in dependability and 
control in the appliance industry operating economy 
. -_ Don't miss these announcements . . . plus many more. . . all 
a new ‘torture-test” for automatic washers that has important to you. Find out when the Kelvinator Open House 


will be held in your area. Awards will be even greater for 
a new standard in trouble-free performance dealers who attend. 


already brought about 39 basic improvements . . . and 


KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION DETROIT S22. MICHIGAN 
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